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rail builders road togrowth а 0 
to bê bigin custom Rousing =- ^ — 


You should know 
what your customers already know 
about Distinctive’s made-to- -change range. 


t as well as a four-burner and two- 
1 conventional coil tops 


Homemakers through 
Distinctive convertible 
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bec 


ation which 
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chops, burgers, hot dogs and 


ve burners for preparing the 


1 for remodeling as 
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sories of griddle, rotisserie an 
ting board give even greater versatility 
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Put a Nulone Central Cleaning System 
inyour next model 
and start cleaning up on the competition! 


The obvious advantages are 

easy to demonstrate. 

Sometimes it’s hard to show buyers 
the quality you've taken pains to 
build in. But the NuTone Central 
Cleaning System is definitely 
dramatic! With just the hose and 
attachment, your on-site represen- 


tative can quietly vacuum while he 
or she is showing the house! A 
perfect demonstration that the 
NuTone Central Cleaning System 
fits in harmoniously with any family 
activity . . . in the living room when 
the TV is оп... in the baby's room 
when it's nap time . . . even on stair- 
ways, without pushing or dragging 
the big heavy vacuum motor around. 
It's the ultimate built-in with quality 
that buyers can touch, see, and hear. 
They'll want to try it out, and they'll 
sell themselves. 


Last word in luxury . . . a first-class 
sales booster. 

Remember when dishwashers and 
garbage disposals were the last word 
in luxury and convenience? Now 
it's the NuTone Central Cleaning 
System. Central Cleaning is the 
simple-to-install extra feature that 
gives the house that luxury image 
and makes the big difference in 
speed of sale. 


Sales performance, cleaning 
you get both 


NuTone’s Power Brush with exclusive 
new Current-Carrying Hose, is the most 
powerful cleaning tool for all types of 
carpets... including shags. Buyers can 
see the action of the motorized roller, 
alternately ‘beating’ dirt from the carpet 
then picking it up with a nylon brush. 
NuTone’s exclusive new vinyl hose itself 
carries the current, from a 7-ft. length 
of cord which plugs into an electrical 
wall outlet, down to the plug on the 


cord... an added convenience that 
sells customers. 


A NuTone Central Cleaning System has 
a 2 HP motor that is more powerful than 
most portable vacuum cleaners. Dramati- 
cally sucks up dirt and allergy-causing 
dust particles and sends them all off to a 
big soil bag that needs emptying only two 
or three times a year — to the joy of 

the homeowner 


NuTone backs you up with 
Powerful Advertising 

Your prospects will be learning about 
a new convenience from an old and 
trusted name — NuTone. Commer- 
cials on national television will sell 
the benefits of the NuTone Central 
Cleaning System. In fact, April 
through October NuTone will deliver 


NBC 


Prospective homebuyers will see NuTone’s 
Central Cleaning System on ABC Monday Night 
Baseball and NBC Game of the Week! 


with Nulone’s Central Cleaning System. 


Power Brush. Eliminates using a separate 


performance. 


On-Off Inlet turns the system on aut 
matically when the hose is inserted. 
Vacuum power is instantaneous. Tur 
off when the hose is removed. 


more than 350 million sales messages. 
It’s the kind of support you can feel 

‚апа profit from. For the name of 
your nearest NuTone Central Clean- 
ing System Distributor, DIAL FREE 
800/543-8687 in the continental 
U.S. Ohio residents call 800/582-2030. 
In Canada, write NuTone Electrical, 
Limited, 2 St. Lawrence Avenue, 
Toronto M8Z 5T8. 


Nulone Housing Products 
Scovill 


Dept. HH-5, Madison and Red Bank Roadg 
Cincinnati, Ohio 45227 


housi 
HOUSE&HOME THE MAGAZINE OF ng 


Volume 51 Number 5/May 1977 


MARKETING Townhouses: targeting your markets 

Single-family-like plans attract three markets 
In-city houses pull young achievers 
West Coast look draws the young and not-so-young 
Variety plus surprise scores with singles 
‘Flash value’ turns on a wide range of buyers 

Who's buying townhouses—and why 

Small builder's breakthrough: pup taps a neglected demand 


WASHINGTON HUD strives to get Section 8 construction moving 
Secretary Harris marches on Congress for aid to cities 
An apartment builder's views on the Section 8 approach 
Housing industry scores a surprise victory on site picketing 
More housing for less subsidy proposed in Congressional report 


MORTGAGING 28 Flexible-rate mortgage refuses to die quietly 
CUSTOM HOUSING 82 How to make it big in custom building 
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58 New meter helps buyer save energy 
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MOBILE HOMES 22 New broom sweeps the old mobile-home manufacturers’ club 
COMPANIES 18 Annual reports: Kaufman and Broad conducts a self-interview 


PEOPLE 32 Builders' Hall of Fame initiating first 18 members 
38 Builders on the move: Shapell and K&B execs move up 
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Twin Lakes townhouses, Fairfield, Ohio (see page 66). 
Photo: Bailey Orner Makstaller 


NEXT MONTH Publicly owned builders . . .Sales target: 
the singles market, 1977 style . . . Face-to-face selling 
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it takes tO ake a 

kitchen like this 
possible. 


A full line of products, our 


experienced people,and a 
range of services. 

Dramatic in appearance, out: 
ing in the innovative features of it 
line of appliances, a GE kitche 
this is designed to impress ever 
spective customer who sees it] 
Harvest Wheat color above is 
of The New Naturals™ from Ge 
Electric. It is a kitchen calculatd 
turn lookers into buyers or tenant: 

It takes a lot to put it together, 
to that end, GE has a lot to offer yd 
appliances. People. And services. 


tionwide Staff of Contract Sales 
esentatives. Our local GE repre- 
htive knows your market. He co- 
ates and expedites our total 
lerprogramto meet your particular 
s. You can reach him through your 
GE Major Appliance Distributor. 


-Time Delivery. GE has 9 factories 
onal distribution centers and over 
hrehouses throughout the country 
your appliances to you when and 
е you need them. Our Contract 
тег keeps track of your order and 
tes your delivery requirements to 
them in phase with your project. 
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3. Technical and Merchandising Assis- 
tance. |f you need it, GE'S specialists will 
work with your engineers and architects 
to help with your heating and cooling 
needs. And our merchandising people 
can help develop programs to meet 
your sales or rental objectives. 
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4. Kitchen and Laundry Design. Our 
specialists are prepared to analyze your 
plan and suggest kitchen and laundry 
ideas based on your budget and space 
requirements. 


5. Customer Care® Service. This means 
we have our own Factory Service Cen- 
ters covering over 800 cities, and, in 
addition, there are more than 5,000 
franchised servicers throughout the 48 
contiguous states, Hawaii and D.C. 
Many are listed in the Yellow Pages. 


Over 25 years of consistent 
service to builders. 
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Caradco 

wood casement 
windows save 
enough in energy to 
buy a lot of extra 
luxury. 


"26 Firddco wood casement windows and still save energy costs. 
4 / 1 rd "Heres бу: wood frame arid sash insulate hundreds of times better 
“ „Ж than metal. Caradco's double weatherstripping system far exceeds 
ge normal infiltration standards. Insulating glass set in vinyl gaskets 
cuts heat loss im half. And Caradco's unique triple glazing 
offers even more energy savings. Create the window style 
you want from the total CatadcG package, including four widths, 
six heights, picture windows, bows and bays. 
And don’t overlook the beautiful Caradco sculptured doors, 
They add even more luxury to a home. 
Saves Caradco Window and Door Division 
energy Scovill 
naturally : 77 
Circle 6 on 
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How to price yourself for a fall 


There's a pricing practice in some 
of the strongest housing markets 
thats doing violence to our in- 
dustry. 

We're talking about the system- 
atic bumping of prices to unwar- 
ranted levels. It happens where 
housing shortages have created 
strong sellers" markets. The script 
goes like this: 

ABC Homes opens 50 units of a 
200-unit single-family subdivision. 
The price: $50,000. They're 
snapped up in a couple of weeks, 
and the price for the next 50 units 
is boosted to $56,000. If the pres- 
sure remains strong, ABC eventually 
sells its last phase at $66,000 per 
unit—a jump of nearly 33% in 
maybe six months. 

Now raising prices in response to 
strong market demand is an ac- 
cepted and sound business tactic 

. . up to a point. And the home- 
builder has some special reasons of 
his own for doing it: He may price 
his first phase low to start traffic 
moving, then step prices up on sub- 
sequent stages to make up the dif- 
ference. And if he is writing con- 
tracts for delivery several months 
away, he must of course price them 
to cover the inevitable rises in labor 
and materials. 

But the enormous price boosts 
that are beginning to show up in 
boom areas go far beyond these jus- 
tifiable conditions. And we submit 
that they are doing damage—some 
of it already visible, some of it lurk- 
ing just below the surface. Some 
specifics: 

Huge price jumps feed on them- 
selves. They force up land costs, 
and even higher house prices are 
then required to maintain profit 
margins. Since land prices have a 


history of going up but almost never 
down, they lock the builder into 
high price levels—especially if he 
has warehoused some of his land. 
When the market softens—as it 
will—the builder is at a disadvan- 
tage vis-a-vis the used-home owner 
who, if he has owned his home for 
afew years, can cut his asking price 
and still make a nice chunk over 
what he originally paid. 

Most important, unreasonable 
price increases accelerate the al- 
ready dangerous erosion of the mar- 
ket base. The reservoir of buyers 
who can afford $66,000 houses is 
not unlimited; sooner or later—and 
a lot of market analysts think 
sooner—it's going to run dry. 

It may be unreasonable to sug- 
gest that an industry limit its own 
profits, especially when those prof- 
its follow a period of serious eco- 
nomic trouble. But unless restaint 
is shown, another period of trouble 
will ensue. The old boom-and-bust 
cycle for which homebuilding has 
been famous will revive. 

Restraint may perhaps be exer- 
cised best by the mortgage-lending 
fraternity. Some S&Ls have al- 
ready spotted the trend to trouble. 
To qualify families for inflated 
prices, they are approving loans 
based оп  daddy's income, 
mommy’s income, and maybe the 
take from junior’s paper route. 
Comes a dip in the economy and the 
loss of the mother’s job, comes an 
increase in local taxes, comes a flat 
tire on the car—and the lender finds 
himself the owner of an overpriced 
home. He may indeed own a lot of 
overpriced homes. 

Tougher qualifying would help 
prevent all this. In the long run, it 
would help homebuilders too. 

—Max HUNTOON 


HUD vows to get Sec. 8 moving 


New thrust is away from rent sups and toward building multifamily units 


Section 8 of the Housing Act of 1974, 
the government’s vehicle for helping 
poor people improve their homes, has 
changed sharply after five months of the 
Carter incumbency. 

The big switch is from an almost 
pure rent-supplement approach to re- 
newed interest in multifamily building 

Further, the — second—perhaps 
forced—novelty is an emphasis upon 
new types of financing to lure private 
lenders as well as private developers 
into Section 8 building. The plan is to 
use less government money, more pri- 
vate funds. 

This may be making a virtue of ne- 
cessity. Housing Secretary Patricia 
Harris was reportedly rebuffed by Pres- 
ident Carter’s Office of Management 
and Budget in her bid to get subsidized 
72% tandem-plan financing for build 
ers who put up Section 8 projects. 
Builders have more faith in Tandem 
Plan subsidies than in the new financ- 
ing alternatives. 

Money woes. Financing has been 
the stumbling block for years. Even in 
1974, when Republican Secretary 


BENYAS-KAUFMAN 


HUD's Burstein 
His fingers | 
crossed | 
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James Lynn was in charge, Congress 
pushed successfully for inclusion of 
some building authority in the then 
newly created Section 8. But the Ford 
Administration not eager to 
bankroll the authorized construction 
So when Mrs. Harris came to office, 
100,000 multifamily units lay unbuilt 
in the pipeline 

"She saw there would be no con- 
struction unless a big effort was made 
to develop new mecha- 
nisms,” said an acting assistant secre- 
tary, Joe Burstein 

The question now is whether the at- 


Was 


financing 


tempts HUD is making to woo money 
out of banks and the tax-exempt munic- 
ipal bond market will work. Crossing 
his fingers, Burstein hopes to see all 
100,000 units under construction by 
September 30. Meanwhile, Congress 
has authorized rent-supplement funds 
for another 370,000 housing units, half 
of them earmarked for people in newly 
constructed units. Commitments for 
these buildings will come in fiscal 
1978 

Concessions to investors. Will the 
buildings be financed successfully? 
The Carter administration would like to 
do it cheaply, without subsidies, by a 
series of moves it is making to placate 
builders, commercial banks and bond 
investors 

Commercial bankers, asked to put 
their money into Section 8 housing, 
worry less about the long term than 
about the first year after completion of 
the project. In that period when 
occupancy has not yet been built up, the 
enterprise can fold. With its original 
anti-construction bias, Section 8 
guaranteed an income stream for only 


1. Walk through Atlanta is 
led by Patricia Harris to dram- 
atize HUD's concern for inner 
cities [H&H, Apr.]. Landen 
Butler, assistant to President 
Carter, and Mayor Ernest 
Jackson walk alongside 

2. Visit to redevelopment area 
was arranged by Central At- 
lanta Progress, organi- 
zation dedicated to reviving 
downtown sector. Butler, 
Mrs. Harris and a HUD official 
view Bedford-Pine project. 
3. Interiors at the West End 
development project аге 
inspected by Mrs. Harris. 
Architect-Developer Wade 
Burns explains. Mayor Jack- 
son and Dan Sweat, president 
of Atlanta Progress, listen. 

4. Model of Bedford-Pine is 
Mrs. Harris by 
Mayor Jackson. Developer is 
Park Central Communities 
At right: Jack Glenn, ex- 
chairman, Citizens & South- 
ern Bank; now head of Atlanta 
Housing Authority. 
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shown to 


Congress 


Mrs. Harris 
marches ОП retary Patricia Harris made it clear to 


After an early visit to Atlanta’s cen- 
tral-city neighborhoods, Housing Sec- 


Congress that her No. | aim is to re- 
vitality апа liveability to 
blighted urban areas. 

She asked a Senate panel to provide 
$4 billion to expand a program supply- 
ing money for cities to develop hous- 
ing and other urban facilities. 

Her proposal for a $400-million ac- 


store 


he first two months of rent-up (and then 
only for 80% of the contract rent). 
More coverage. Now HUD has reas- 
ured bankers with a promise of further 
federal payments sufficient to cover 
ebt for an additional 12 
onths of the vacancy period for indi- 
vidual units, assuming project manag- 
ers are not to blame for the vacancy 
he guarantee holds whether the va- 
cancy occurs during the initial rent-up 
or at any time during the project's con- 


service 


Builders view 


Daniel Grady builds multifamily out of 
La Jolla, Calif. In a telephone inter 
view, he gave his views on HUD's new 
effort to energize Section 8. 

Grady would like to see the delayed 
reservations for the 100,000 units in the 
HUD pipeline take into account the in- 
flation that has occurred while the proj- 
ects have been stalled 

With 596 inflation there is no way to 
play catch up, he explains, since the 
rate of rent increases is controlled in the 
agreement. He argues that the income 
stream will be lagging for the life of the 
project contract 


tract period. Only with the 15th month 
of apartment vacancy is there a chance 
that debt service will suffer 

Builders’ objections to low-income 
projects are seldom much of a stum- 
bling block. The builders get fast tax 
writeoffs through the limited-partner- 
ship tax shelters 

But builders (and lenders) want to 
see provision for higher initial rents and 
faster rent increases, and HUD is now 
listening. The department has already 


on Section 8 


Grady would like to see the first per- 
mitted rent increase come on the anni- 
versary of the signing of the initial proj- 
ect agreement, rather than on the anni- 
versary of the signing of the project 
contract. The contract anniversary 
comes many months later, after the 
building is up 

Grady doesn't see "anything tre- 
mendously wrong" with another key 


HUD initiative. That is the bid to bring 
in bond-market money for Section 8 
projects by having local housing agen- 
cies set up non-profit corporations 
through which developers could tap the 


agreed to let property managers charge 
fair-market rents even if their initial 
project bid specified rents lower than 
the market. 

Haunting memories. To attract 
bond-market money, HUD will have to 
exorcise the memory of a previous at- 
tempt along similar lines under the Sec- 
tion 8 predecessor, Section 23 

"Section 23 projects often didn't get 
built,” recalls Burstein, **or were built 


122 


Builder Grady 
| Don't forget 
inflation 


bond market. HUD says such money 
should be responsible for putting a sub- 
stantial part of the 100,000 pipeline 
units onto the ground 


tion-grant program would have her 
granting funds to cities that come in 
with plans that enlist private invest- 
ment in the urban core. When the 
cities submit their plans, ‘еу must 
have the private sector on board al- 
ready,” she told one committee. 

Mrs. Harris has asked for more 
urban homesteading funds and more 
community development block-grant 
money. She has named an assistant 


secretary, Msgr. Geno Baroni, as her 
with neighborhood 
preservation groups, and she has prom- 
ised that cities that don't come up 
with housing programs for their poor 
families will be cut out of their block- 
grant funds 

She warned the Senate panel: **We 
must conclude that the time has come 
for all of us to make a major effort to 
stop the pain, the suffering, the humil- 


liaison officer 


iation and indignity caused by pov- 
erty-housing conditions in America." 


gress. 


Mrs. Harris is scoring well in Con- 


The Senate's banking chairman, 


William Proxmire (D., Wis.), who 
voted against her confirmation, has 
switched to public praise of her and 
the staff Mrs. Harris and the Carter 
White House have appointed for HUD 
[H&H, Apr.]. —D.L. 
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The Connecticut Connection. 


Andersen joins character with convenience 
at a New England townhouse complex. 


Joining the character of the traditional look 

with the convenience of the contemporary 

life was a primary objective of this project. 

That’s why Andersen® Perma-Shield® 

: casement and Narroline* double-hung 
м, | windows were chosen. 

i The inviting nature of the casements... 
the classic styling of the Narroline units 
... the charming angle bay and bow 
arrangements... all helped in establishing 
a warm, pleasant, traditional appearance. 

But even more importantly, these Perma- 
Shield windows helped link the Connecticut 
townhouses to carefree living. 

Because all Perma-Shield window sur- 
faces exposed to the weather (except the 
E | Narroline sash) are protected by a rigid 
ee vinyl sheath. 

A durable, long-lasting shield that pro- 
vides convenience by virtually eliminating 
maintenance—it’s designed not to rust, 
pit or corrode. Not to chip, flake, peel or 
blister. (The Narroline sash is safeguarded 
by a weather-resistant polyurea finish.) 

And with double-pane insulating glass, 
these snug-fitting windows offer a major 
part of the fuel-saving benefits of single- 
Jam < x glazing with storm windows, plus the 
convenience of no storm window cleaning. 

Are you working on a project that'll 
bridge the look of yesterday with the life 
of today? 

Bring it together with Perma-Shield 
casement and double-hung windows. 

For more details, see your Andersen 
Dealer or Distributor. He's in the Yellow 
Pages under “Windows.” Or write us 
direct—Andersen Corporation, Bayport, 
Minnesota 55003. 


The beautiful way to save fuel” 


Farmington, Connecticu Andersen Windowalls К 


Architect: Kaestle Boos Associates, Inc. 
New Britain, Connecticut 
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in an unsatisfactory жау. `` When that 
happened, municipal bond market in- 
vestors lost money. 

Like Section 8, Section 23 was 
operated through non-profit corpora- 
tions that masked an uneasy relation- 
ship betweeen builder and local gov- 
ernment units. Notes a congressional 
aide: “И was hard to tell who was in 
control—mostly it was the entre- 
preneur who put it together.” 

Tenant failure. The bond market 
has another bitter memory of the Sec- 
tion 23 projects. Many govern- 
ment-built projects of the 1960s failed 
because they concentrated poor ten- 
ants. Says an official of the National 
Association of Home Builders: 

**Builders really wince when they 


Unions lose 


Homebuilders join 
lobbying effort that brings 
surprise defeat 


The morning line on March 23 showed 
Big Labor the odds-on favorite to 
steam-roller its common situs picketing 
bill into law in an overwhelmingly 
Democratic House of Representatives. 

The legislation—as in 1975—would 
be passed by an equally docile and 
Democratic Senate and would be 
signed into law, as promised, by Pres- 
ident Carter. 

By afternoon, March 23, all bets 
were off. 

When the votes were counted, Big 
Labor had absorbed a stunning defeat. 
The House balloted 217 to 205 against 
HR 4250, the bill that would have al- 
lowed workers on strike against one 
subcontractor to picket an entire con- 
struction site. Legislative experts 
agreed that the surprise defeat killed the 
bill for the session. 

Why? Passage had been regarded as 
a sure bet ever since similar legislation 
had been vetoed by President Ford in 
1975. But the mood of the country and 
of Congress had changed. 

Congress, sensitive to being re- 
garded as arubber stamp for Big Labor, 
proved susceptible to an intensive lob- 
bying effort led by the Associated Gen- 
eral Contractors of America and the 
U.S. Chamber of Commerce. The Na- 
tional Association of Home Builders 
joined in. 

A majority of the House’s Republi- 
cans, along with Southern Democrats 
and Northern Democrats from nor- 
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see a tie-in made between the kind of 
projects they're doing now and Pruitt 
Igoe (the St. Louis public housing proj- 
ect that incurred such a stigma that HUD 
finally dynamited it into ruin [H&H, 
May 72]. The philosophy of Section 
8 is far from that of Pruitt Igoe. `` 

To persuade the bond market that 
Section 8 projects will be done right the 
new Section 8 regulations say that 
bond-issue proceeds will be kept in 
escrow until HUD approves the com- 
pleted buildings. 

Bond market's reaction. The first 
clue to the bond market feeling about 
the Section 8 bid for tax-exempt money 
will come in the rating Moody's and 
Standard & Poor's give issues put to- 
gether under the regulations. Burstein 


ТЕЕ 
975 washington 


is hoping for ап A rating. 

‘This is far better security than the 
Section 23 security,” he insists. 

Buta rating-agency source, recalling 
that Section 8 projects have only 14 
months of protection against vacancy, 
predicts ratings **will cluster at the bot- 
tom end of the spectrum." 

But that's not the whole story. Often 
financed with cheap tax-exempt securi- 
ties, backed by an income stream as- 
sured by rent-supplement payments to 
tenants and offering lucrative tax-de- 
preciation rewards, Section 8 projects 
seem to have a lot going for them— 
despite the risks of targeting rental 
housing to poorer people. 

—STAN WILSON 
McGraw-Hill News. Washington 


on site picketing 


mally Republican districts, voted 
against the bill. 

Builders’ role. With as many as ten 
different crafts working on many sites, 
common situs legislation was a night- 
mare for contractors on heavy con- 
struction projects. Yet, even though 
much of homebuilding's single-family 
sector was exempt from the legislation, 
NAHB opposed it, in principle, from the 
start. 

The NAHB worked from the grass 
roots upward. The association's gov- 
ernment affairs specialist, Deborah 
Imle-Miller, explained: 

"Most of the work was done by 
members in their own localities. They 
wrote letters and made phone calls to 
congressmen from their states.” 

Then, she added, groups of builders 

came to Washington **from all over the 
country" and buttonholed congress- 
men. 
The bill. Before the final House vote 
the homebuilders won an amendment 
exempting all residential construction 
of three stories or less, excluding the 
basement. The amendment, sponsored 
by John N. Erlenborn (К.. Ill.). passed 
by 252 to 167. It exempted virtually all 
single-family construction from HR 
4250. The Erlenborn amendment also 
removed a proviso exempting only 
those builders whose sales were less 
than $9.5 million. 

Only 25% of the single-family work 
force is unionized, the NAHB says, but 
both Mrs. Imle-Miller and NAHB pres- 
ident, Robert Arquilla, believed that 
site picketing "would have grievously 
damaged the homebuilding industry.” 
They felt it would have raised prices for 


single-family homes. 

House costs. Mrs. Imle-Miller ex- 
plained the concern about house costs: 

**Our non-union workers can cross a 
picket line during a strike, so work 
doesn't stop. But when their union 
counterparts strike for a wage increase 
and get it, then it usually follows that 
our non-union workers also receive an 
increase just to keep pace. The con- 
sumer pays for these increases in the 
form of higher housing costs.” 

While the first part of the common 
situs bill was vehemently opposed by 
the entire construction industry as an 
expensive and possibly illegal union or- 
ganizing tool—a 25-year-old Supreme 
Court decision deemed "'secondary 
boycotts'" unconstitutional—the sec- 
ond part was more palatable. An 
amendment that was struck down along 
with site picketing would have required 
that unions give advance notice of stike 
plans. И would also have given the 
unions' national headquarters the right 
to halt threatened strikes by its locals. 

Minimum wage. Labor took a sec- 
ond disappointment only two days after 
the defeat in the House. 

Secretary of Labor Ray Marshall 
went to Capitol Hill the same week with 
the Administration’s proposals for 
changes in the minimum-wage law. 
Labor had thought all along that the 
Carter forces wanted what it wanted 
an increase from $2.30 to $3 an hour 
and the rate pegged at 60% of the 
average hourly manufacturing wage. 

But Marshall called instead for a 
minimum of $2.50 and an adjustment 
rate of 50%. —Tom ALLEN 

in Washington 


Theres no trick to 
selling Titebond 
Glue. Just tell your 
customers that this 
workhorse adhe- 
sive has been the best wood- 
working glue available any- 
where for along, long time. And 
that it still is. Tell them Titebond 
has been the primary wood 
alue used by major manufac- 


N 


E 
E 


That's been 
its strength for years. 


turers for more than two . 
decades. And by millions of do- 
it-your-selfers on big jobs as 
well as delicate ones. It 
spreads easily and sets up fast. 
Its sandable and resists heat 
and solvents. It's non-toxic, non- 
flammable and won't stain. So, 
it's plenty safe for children 

to use. For the inside story on 
stocking Titebond Glue and 


IS 


woodworking 


Franklins complete line of glues, 
cements and caulks, contact 
your Franklin representative 
or write: The Franklin Glue 
Company, 2020 Bruck Street, 
Columbus, Ohio 43207. 


Franklin 


12)-) washington 


More housing for less subsidy? 


Yes, Budget Office says— 
IF we reform 

housing’s wasteful 
spending programs 


The Ginny Mae tandem plan and HUD's 
old Section 235 program have been 
the government's principal subsidy 
schemes for helping middle- and low- 
income families buy houses 

But the new Congressional Budget 
Office is now suggesting alternate pro- 
grams that would give the government 
more housing for the millions it spends 
to help so few buyers. The office has 
pointed out that only 2.2 million house- 
holds benefit from housing subsidies 
now and that the number will reach 
only 3.8 million by the end of official 
1982. 

One idea, says the CBO, is to confine 
the subsidy to first-time homebuyers; 
that’s the group that needs the most 
help. 

Another idea is to subsidize the pur- 
chase of existing housing, *' which is in 
general cheaper than new housing." 

Savers vs. spenders. The budget of- 
fice—which advises congressmen on 
how to keep a lid on total government 
spending—is interested in reducing 
costs. It is not particularly interested in 
whether a spending program stimulates 
the homebuilding industry. 

The office leans against the spending 
thrust of the housing forces led in the 
Senate by Banking Chairman William 
Proxmire (D., Wis.) and in the House 
by Banking Chairman Henry Reuss 
(D., Wis.) and Chairman Thomas L. 
Ashley (D., Ohio) of the housing sub- 
committee. 

The cBo's home ownership report, 
by staffman Neil S. Mayer, analyzes 
what has happened to home "'afford- 
ability"' as a result of the sharp inflation 
in housing costs and rising interest rates 
from 1970 to 1975. 

The income lag. Mayer supports the 
case for wiser subsidy distribution with 
a wealth of data showing how hard it 
is for today's families to buy housing. 

To get a fix on affordability, the cBo 
used the cost to the median-income, 
first-time buyer of purchasing a me- 
dian-price house in 1970. In 1970 only 
27% of his income was needed to afford 
either the median-priced existing home 
or the median-priced new home. 
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But because housing costs rose faster 
than incomes, the first-time buyer, who 
makes up half of all homebuyers in a 
given year, would have had to spend 
31% of his income for the median- 
priced existing house in 1975. For a 
median-priced new house he would 
have spent 35%, well above the bench- 
mark of 25% that most experts favor. 

Cost spiral. The report points out 
that price increases hit the first-time 
buyer head-on. 

Sale prices, interest rates, property 
taxes, insurance, maintenance, repairs 
and utilities rose 63% for the buyer of 
a median-price existing house from 
1970 to 1975. But the study said the 
median family's income rose only 
39% 

‘‘Costs, therefore, rose 1.5 times as 
fast as income 

The median-priced new house rose 
from $23,400 in 1970 to $39,300 in 
1975—a 68% increase. Median price 
of an existing house rose from $23,030 
in 1970 to $35,330 in 1975. (The me- 
dian new-house sale price was $45,200 
in January 1977, the latest month for 
which the commerce department has 
figures.) 

The winners. For those who already 
owned homes, things were easier. The 
study showed that the repurchaser—if 
he bought a house similar to the one he 
sold—paid only 22.8% more in 1975 
than in 1970. That was less than the 
38.6% rise in the consumer price index 
and the 39% rise in median family in- 
come. 

Such customers could apply the ap- 


Builder will run for 


Richard Ravitch, 43, the builder cred- 
ited with salvaging New York state's 
financially strapped Urban Develop- 
ment Corp. , has quit his unsalaried post 


Builder 
Ravitch 
Into 
political 
arena 


WHAT IT COST TO BUY 
A HOUSE, 1970-75 


1970 1975 
House prices 
New 
Existing 
Down payments 
New 5,850 9,825 
Existing 5,751 8,833 
Down payment as % of median income 
New 59.3% 71.6% 
Existing 58.4% 64.4% 
Monthly housing cost* 
New $217 
Existing 221 
* For first-time buyers of median income, 
median-priced house. 


$23,400 
23,030 


$39,300 
35,330 


$396 
360 


preciation in the value of their houses 
to the down payment on the house they 
were buying—and ''could buy some- 
what more valuable houses without fac- 
ing faster rises in housing costs than in 
their incomes." 

Subsidy proposals. To get housing 
costs down to their 1970 affordability 
level for first-time buyers, Mayer says. 
would now cost about $635 a year in 
subsidies for the buyer of a median- 
priced existing home—or a one-shot 
subsidy of $5,090. For the purchaser of 
a new house, the annual subsidy would 
have to be almost double—$1,126 a 
year or a one-shot subsidy of nearly 
$10,000. 

For the family to turn back the inter- 
est-rate clock to 1970 on a new home, 
ће required reduction would be from 
9% at present to just over 3.9%, lower 
than any time during the last 20 years.” 

—D.L. 


mayor in N.Y. 


as chairman and announced that he will 
enter New York City’s Democratic 
mayoralty primary. 

Ravitch, who is president of H.R.H. 
Construction Corp., one of New York 
City’s biggest builders, was called in 
by Governor Hugh Carey in 1975 to 
rescue the state agency. Working with 
the financial community, he helped set 
up the Project Finance Agency. It took 
over UDC's borrowing function and en- 
abled it to complete 20,000 low-in- 
come housing units that were under 
way. No new projects are planned. 

Ravitch has not worked closely with 
upc for a year. 


AN ANSWER 
IN MULTIPLE DWELLINGS... 
SAFER, QUIETER AREA SEPARATION WALLS. 


ast choice Job-matched 
or today’s builders flexibility 


To erect required firewalls Integral core-retaining tabs on 
etween living units in garden the metal “1” Studs mean precise, 
partments, row houses and other fast installation. And the Gold Bond 
ultiple dwellings, knowledgeable Area Separation Wall system offers 
uilders use the Gold Bond Area exceptional flexibility to meet vary- 
eparation Wall system. For many ing job requirements and local 
ractical reasons. Including fast, building codes. Either a single or 
clips that soften during a fire, keep- double layer of gypsum board can 
ing the Area Separation Walls be used on the side opposite the 
upright and structurally sound согебоага. Detailed installation data 
LG P even if adjacent wood are given in Technical Bulletin 8636, 
— framing fails. 


"ED Excellent sound 
саг eh 


%7 FIRE-SHIELD BOARD 


With resilient furring Get full details about the Gold 
channels, additional Bond Area Separation Wall 
face layers of 3%" system. Features, advantages, 
gypsum board, and savings...and how it can meet 
Fiberglas insulation your specific needs. Write 
in the cavity—ora MacGregor Wilson, 
combination — builders Manager of 


1 2 can provide extra sound Technical Publications. 

SS reduction. The system 
has achieved STC ratings 
up to 55. available from your nearby Gold 
Bond representative, or from Gold 
Bond Building Products, Division of 
National Gypsum Company, Dept. HH, 
Buffalo, New York 14202. 


ANSWERS 


THAT MAKE THE 
DIFFERENCE! 


basy completion by carpenters or 
trywall applicators. Big savings in 
pace and weight over concrete 
block walls. A two-hour fire rating, 
both sides...thanks to the same 
oncombustible gypsum and metal 
omponents proved in elevator 
bhaftwalls. And wall-joist attach- 
ent by special aluminum alloy 


її JARN 


Gold Bond 
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16 ways to make a kitchen quicker. Slicke 


ТИПИКА 


ИИИНИН 


Micro-Thermal oven plus conventional oven СМТ20 


(gt rn ar 
ae 31 
| 


| тїї 


Built-in microwave oven MTR17 Two self-cleaning ovens MSC228 


Thermaglas cooktop TGT45 


мо 009000 


—— 


Self-cleaning range ESC30BG 


Thermador dishwasher TD101 


Thrustpower kitchen hood H21 


Built-in can opener СО-1 


Thermador compactor TMC26 


Electric heater NLW202 A 


hermadar ` 


d more convenient. 


Thermador and Waste King. Two great 
names in appliances, dedicated to the 
manufacture of equipment that makes 
cooking a joy and clean-up a cinch. 


Two great names known for fine quality 


products, designed to add beauty and 
convenience for your customers and 
give dependable, long-lasting service. 


Thermador 


1 


о o0 "- Oo OC & 


10 
11 
12 


Micro-Thermal Oven? Has microwave and 
conventional cooking in upper oven to use 
separately or combined. Lower oven is 
standard. Both are self-cleaning. CMT20 


Beautiful triple-oven wall unit has fast- 
cooking microwave oven, Stay Hot Oven™ 
and self-cleaning, standard oven. MTR37 


Built-in microwave simultaneously cooks 
and browns. Has Stay-Hot Control, three 
power levels, Browner Element: MTR17. 

120 volt portable models also available, 

including the MC19 with Meat Probe. 


Two conventional ovens, self-cleaning as 
well as ventilating. To use singly (MSC18) 
or stacked, as photographed. MSC228 


Thermaglas™ cooktop has four cooking 
elements. The barbecue grill doubles as 
a griddle and à warming surface. TGT45 
30" self-cleaning range. Choose cooktop 
with 5 elements (ESC31BG) or 4 elements 
with Griddle 'n Grill; shown, ESC30BG 


Thermador Dishwasher has stainless steel 
tank, two wash arms, plate warmer, easy 
loading. Black glass door panel. TD101 
Bathroom ceiling ventilator for a quiet 

flow of fresh air. Centrifugal blower; with 
white enamel or chrome grille. 1201 


Thrustpower Il kitchen hood, 24" high; 
many styles, finishes. Ventilator choice 
must be ordered separately. Series H21 


Thermador Masterpiece Compactor has 
door chute for small items. Holds week's 
trash for family of 4. 12" wide. TMC26 


De Luxe can opener cuts most sizes and 
shapes, severs lid, holds can, shuts itself 
off. Installs in wall or cabinet. Model CO-1 


Super-quiet Turbofan electric heater for 
safe, even heat. Automatic, fast-action 
thermostat, modern styling. NLW202A 


Waste King 


13 
14 
15 
16 


Stainless steel dishwasher: two full-width 
wash arms; superscrub, sani-heat cycles 
and industry's strongest warranty. SS911 


Waste King's new Classic compactor has 
door and chute, precision drive system, 
deodorant dispenser. 12" wide. WCC22 


Waste King's rugged disposer grinds pits, 
bones, cobs, rinds, stalks. No need to sort 
garbage. Has anti-jam impellers. SS8000 


Char-glo Gas Grill gives outdoor taste to 


indoor broiling. Patented “flame control,” 
self-cleaning coals. 19” or 29”. CG29F 


{р 


INDUSTRIES 


Orsi" 
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* Waste Hing 


For catalog on complete lines of Thermador and Waste King products, write to 
Thermador Waste King, 5119 District Blvd Dept. S, Los Angeles, Ca. 90040 
or contact your distributor 


Waste King Dishwasher SS911 


Waste King Compactor 
wcc22 


Waste King Disposer SS8000 


Char-glo Gas Grill CG29F 


Annual reports: K&B's self-interview 


"Tis the season for annual reports, and 
the push is on this year to get somebody 
to read them. 

Kaufman and Broad, with a novel 
approach, leads the pack. 

It didn't bother with the traditional 
"Letter from the President" in its re- 
port for fiscal 1976 (November). 

Instead, the big homebuilder asked 
five Wall Street housing analysts to par- 
ticipate in an ‘‘interview’’ with Chair- 
man Eli Broad and other company 
execs. 

The analysts’ morning-after reviews 
are now in and they are—as they say 
along old Broadway—mixed. 

Said one, who  understandably 
prefers anonymity: 

“It stinks. If a company wanted to 
use this format and do it legitimately, 
it would have put all of us in the same 
room with its top people so we could 
ask our own questions in person." 

Answering yourself. Then what 
K&B billed as an interview wasn't 
really an interview? 

"Not in the strict sense of the 
word," the analyst said. 

Carmine Muratore of Eastman Dil- 
lon told how the interview worked: 

"I was in New York and they (K&B 
officials) were in Los Angeles. I was 
asked by K&B to submit questions in 
writing to Jana (Jana Waring, K&B's 
director of communications) and I did. 
She then sent me a list of questions she 
said analysts and shareholders had been 
asking. I was asked to pick out a couple 
and they would be attributed to me in 
the report." 

The questions, Muratore says, were 
answered in writing by Eli Broad and 
his management. Both questions, at- 
tributed to the analysts, and the answers 
were transcribed in Los Angeles and 
sent to the interviewers for their ap- 
proval prior to publication. 

*Newsy and punchy.' The com- 
pany's goal, Mrs. Waring said, was to 
provide shareholders with pertinent in- 
formation ‘іп a newsy, punchy for- 
mat.” She added: 

Ме didn’t want the interviewers to 
ask ‘analyst-type’ questions—ques- 
tions that are very specific. This report 
was aimed at shareholders who want a 
general overview of the company’s ac- 
tivities and the analysts understood 
that." 

Mrs. Waring said she and others 
compiled the questions from those 
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asked most often during the year by 
shareholders and by analysts during the 
New York Society of Securities Ana- 
lysts' meeting [H&H, Jan. 77]. “In 
fact," Mrs. Waring said, ‘several of 
the questions asked by Morris Mark (of 
Goldman, Sachs & Co.) at that meeting 
were asked again for the annual re- 
port." 

Space limitation. Michael Millman 
of L. F. Rothschild & Co. was not un- 
happy about it all. 

“Ме were limited because of space 
so we were able to ask only three or four 
questions," he said. The questions 
аа to have some continuity and they 
had to cover the company. Ordinarily, 
for instance, we wouldn't have asked 
any questions about life insurance [Sun 
Life Insurance Co. of America is a 
K&B subsidiary]. 

Howard Foster of E. F. Hutton & 
Co. had mixed feelings. "It's an in- 
teresting way to present management's 
message,” he said. **A lot of data that 
analysts go for isn't important to share- 
holders. The questions were OK, but 
whether we would ordinarily sit still for 
the answers they gave, without asking 
probing follow-up questions, is another 
matter. 

“АП the questions were fast balls 
down the middle. Every once in a while 
you want to throw the batter a slider to 
see if he can really hit. We couldn't do 
that with this format." 

Credibility. For Morris Mark of 
Goldman, Sachs & Co., the K&B ef- 
fort ‘isn’t a bad idea." Mark thinks, 
however, that the purpose of an annual 
report **is to present a statistical break- 
down of any company's activities." 
The interview format, he believes, 
"just isn't sufficient. We simply asked 
the questions and the reader can get 
whatever he wants out of the answers." 

Bottom line. K&B hasn't yet re- 
turned to the glory days of the early 
1970s, but the company is making big 
strides along the road back. The non-in- 
terview sectors of the report showed a 
big gain in housing sales—from $250,- 
482,000 in 1975 to $283,183,000 last 
year. (The company's all-time record 
of $306.659,000 was set in 1973.) Net 
income came in at $9,154,000 last 
000 in 1975 but again short of the com- 
pany record—$19,518,000 in 1973. 
K&B reported its only loss—$29,094.- 
000—in 1974. 


The company ended 1976 with its 
stock selling at $22.75 per share on the 
N.Y. Stock Exchange, up from $20.31 
in 1975. Earnings per share were 54 
cents, as against a loss of 1 cent per 
share in 1975 and another loss of $1.56 
per share in 1974. 

K&B's resurgence has carried into 
the first quarter of 1977. Net for the 
period ending February 28 was $1,- 
057,000 on revenues of $72,665,000. 
The company lost $994,000 on reve- 
nues of $65,342,000 in the same period 
last year. A company spokesman says 
the increases were attained despite adip 
of around $6 million in housing sales, 
a result of last winter’s freeze. 

The competition. Over the years 
K&B has vied with two other housing 
giants—U.S. Home Corp. of Clear- 
water, Fla. and Shapell Industries of 
Los Angeles—for the top spot in in- 
dustry rankings. No company has ever 
held clear title for long. For calendar 
`76, Shapell has brought $9,655,000, 
or $3.15 per share, to the bottom line 
on revenues of $133,079,000. For 
1975, Shapell earned $5,433,000, or 
$1.75 a share, on revenues of $99,- 
156,000. 

U.S. Home, with President Guy 
Odom sitting in what had been an 
empty saddle [H&H, April], posted pre- 
liminary net of $10.6 million, or 95 
cents a share, for the fiscal year ended 
Feb. 28. That was up 10946 from $5 
million a year earlier. Revenues rose 
19% to $413 million from $348.6 mil- | 
lion a year ago. 

Odom announced the figures at his 
first meeting with securities analysts in 
New York City. He did not discuss 
U.S. Home's fourth-quarter results. 

U.S. Home also had its best year in 
1973. when net was $12,499,000 on 
sales of $291,461,000. It lost $2,982,- 
000 on revenues of $308,246,000 in 
fiscal 1975. 

Forest City. Cleveland's Forest City 
Enterprises has reported a record per- 
formance for the year ended January 
31. Revenues were $177,977,000, up 
9% from 1975, and net was $1,877,- 
000. a 92% improvement. The year's 
net was 26% better than in 1968, the 
company's previous best year. 

Oriole Homes reported higher net on 
lower volume. It earned $639,652 on 
revenues of $15,752,902 in calendar 
1976 after losing $927,807 on $28,- 
199,334 in 1975. —T.A. 
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Over $160 million in insured 


BANCO 
Mortgage Company 


Chicago e Columbus e Denver e Des Moines 
Kansas City e Madison e Minneapolis e Omaha 
Phoenix e San Francisco e Washington, D.C. 


612-372-6724 
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What 


does it take 
to get you interested 


in clean air? 


We've been talking to you for years about 
offering Honeywell Electronic Air Cleaners in your model homes. 
We've been telling you how much more 
saleable your homes will be with Honeywell Clean Air Machines. 
We've been telling you homeowners are demanding it 
because it makes living better, easier, cheaper and more convenient. 
We've even talked about the "increased profits" 


But many of you just 
havent been listening. 


Were not giving up on 
you because were 
convinced that featuring 
Clean Air Machines in 
your model homes is just 
too good a deal for you 

to pass up. Were just taking 
a new approach. 


you'll make on every air cleaner. 


We want you to 
CALL US. 


You see, we know we 

can convince you that 
youll benefit by offering 
Honeywell Electronic 

Air Cleanersas a necessity 
in your showcase homes. 


Circle 21 on reader service card 


So call us. 

You havent got any- 
thing to lose, and were 
convinced youve got 
plenty to gain. So call 
Fred Gabriel, EAC 
Market Manager, at: 


612/870-2253 
Honeywell 
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MOBILE HOMES 


New broom 


sweeps 


mobile-home club 


Yonder trade association has that lean 
and hungry look. 

That’s the aspect President Walter 
Benning sought to give the Manufac- 
tured Housing Institute at the mobile- 
home group's 41st annual meeting in 
Washington, D.C. 

Benning, for 13 years, ITT’s top 
Washington lobbyist, took over the MHI 
after John Martin resigned last January. 
And at the Washington meeting Ben- 
ning made it clear that there will be 
some changes made. 

He has already begun to wield a 
broom at MHI's headquarters in Chan- 
tilly, Va. Despite a cash surplus of 
around $267,000—the association's 
first in three years—insiders insist that 
Benning will reduce the staff from 44 
to 7. The exodus has begun, with Mar- 
tin leading the way. Those joining the 
march include Larry Davenport, senior 


vice president; David Oxford, counsel; 
and Richard C. Mitchell, exposition 
director. 

**We plan to have an aggressive team 
structure that focuses on bottom-line 
results," Benning warns. "We can't 
have a bulky, overloaded operation. 
We must be lean, hungry and effec- 
tive." 

On to Washington. Benning sees a 
much closer relationship with the fed- 
eral government for the MHI. The first 
step, he says, is the relocation of asso 
ciation headquarters to Washington. 

Benning says he has talked to several 
congressmen about how the organi- 
zation was being represented—and that 
he is not pleased: ‘Very few of the 
congressmen had heard of MHI. One 
thought he had heard of us. ' Aren't you 
the trailer people?' he asked. 

"We obviously have a hell of a job 


to do in educating this town." 

In his maiden speech to associatio! 
delegates, Benning set a tough tone fo 
the year ahead. 

“If this industry isn't prepared to roll 
up its sleeves and have at it," he 
warned, “you will always be known as 
the ‘trailer people.” If you don't get in- 
volved and use all the political muscle! 
at your command then you're wasting 
MHI's time and mine." 

Too much regulation? Benning 
also says he intends to take dead aim 
on federal regulatory agencies such as 
HUD and the rrc. He's against any fur- 
ther **government interference in our 
industry." That interference, Benning 
insists, “is just beginning." He cau- 
tions that HUD **has placed contracts 
worth $400,000 with independent com- 
panies that will take a look at our in- 
dustry to see if they can't slap more 
regulation on us."' Benning warns that 
he and his staff will not permit the com- 
panies to reach any conclusions without 
MHI participation in their investigation. 

Obstacles. Some potholes, how- 
ever, may impede Benning's progress 
on the road to Washington. 


Logan. 


The first spiral stair 
designed to comply 


with the Uniform 
Building Code (UBC). 
For the first time, new Uniform 

Building Codes specify 

conditions under 

which spiral stairs can 

qualify as legal exits. And 

now, LOGAN 5 ft. and 6 ft 

spiral stairs are the first to 


meet these qualifications. The 
primary means of egress, in a 


Logan. 

The do-it-yourself 
ornamental iron with 
the custom-made look. 


Largest of ornamental iron manufacturers, Logan ofters 
all kinds—deluxe, standard and economy. From the 
classic style and luxury of Colonel Logan Cast [ron 


Columns to the simple, low-cost Colonnade railings, 
ornamental iron by Logan adds a smart 
touch of elegance to 


oe Oe ;9€ 
9 


your home, 
indoors and 
out. Write for 
details. Logan Co., 
P.O. Box 6107, 
Louisville, 

KY 40206. 


587-1361 


Xe 


convenient, economical instal- 
lation with the decorator touch. 
All in one neat package. Call or 
write for full information. 
Logan Co., P O. Box 6107, 
Louisville, KY 40206 

(502) 587-1361 
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Smaller mobile-home manufacturers 
are reportedly miffed at the associa- 
tion’s new Washington orientation. 
They fear that the new look will come 
at the expense of its previous regional 
accommodation. In fact, insiders 
claim, the MHI board is considering the 
possible closing of several institute 
field offices and reducing the number of 
trade shows endorsed by the associa- 
tion. 

The other man behind the MHI face- 
lift is the MHI’s chairman, L. С. (Bud) 
Merta, president of Moduline Interna- 
tional of Chehalis, Wash. Merta says 
he began to consider a massive reorgan- 


and Merta 
Power behind 
the shakeup 


MHI's Benning 
"We must be 
lean and hungry’ 


ization last spring and was resisted by 
several MHI staffers, many of whom 
have since departed. The association's 
Past Chairmen's Council, however, ap- 
proved his proposals several months 
ago 

The in-fighting. In Washington, 
Merta tried to persuade the delegates to 
endorse several MHI by-law changes 
dealing with the new Washington ori- 
entation and the elimination of its re- 
gional concept. One delegate objected, 
arguing that the changes could not be 
voted on until the membership had been 
fully advised. After consulting with an 
attorney, Merta backed off 

Merta did, nevertheless, reveal a 
staff appointment that indicated the or- 
ganization's Washington tilt. Owen 
Chafee, an aide to Rep. Robert Leggett 
(D., Calif.), takes over as MHI execu- 
tive vice president and public affairs 
director this month. Both posts have 
been vacant for some time. 

Future shock. A year ago, the insti- 
tute forecast 1976 sales of 300,000 mo- 
bile-home units, but 250,000 
were actually sold. That was still a 
jump of 17% over 1975, and the figures 


units 


signaled that the industry's dog days 
were ending. 

Mobile-home manufacturers’ stocks 
have been on the upswing since the 
dark days of two years past. At the end 
of 1975 Champion traded on the Amer- 
ican Stock Exchange at $3.25 a share. 
It sold at $3.50 in November 1976 and 
at $3.12 late in March. Fleetwood 
ended 1975 at $12.87, rose to $15.87 
by November 1976 and was listed at 
$14.50 in March. Skyline concluded 
1975 at $14.75, jumped to $17.25 a 
year later and was listed at $15.37 in 
March. Fleetwood and Skyline are 
both on the Big Board. Virtually all of 
the increases have been traced to rising 
sales. 

Many smaller manufacturers are see- 
ing an improvement in sales. And it is 
from that sector that Walter Benning's 
march on Washington may be partially 
thwarted. That upsurge, says one MHI 
source, “has made some of the small 
manufacturers pretty feisty. They liked 
the regional concept and they're just 
starting to flex their collective 
muscle." —Tom ALLEN 

in Washington 


Cabot's 
STAINS 


Condominium living has much to offer... 
well-kept grounds, attractive buildings, 
freedom from care and maintenance. 
Cabot’s Stains, the architect's choice for 
all wood surfaces, blend naturally, beau- 
tifully into the Heritage Woods setting, 
Cabot’s Stains in 87 unique colors protect 
the wood, enhance the grain, grow old 
gracefully, never crack, 
peel, or blister. Today 


the trend is toward 
stains Cabot's 
Stains, the Original 
Stains and Standard 


for the Nation since 


1877. 


Samvel Cabot Inc. 
One Union St., Dept. 530, Boston, Mass. 02108 
C Send color cord on Cabot's Stains 

C Send Cabot handbook on wood stains 


Ys ys » 


; Cabot's Stains throughout. 


Architects: Callister & Payne-August Rath; Builder: Paparazzo Development Corporation, Southbury, Conn 
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Heritage Woods, Avon, Conn.; 
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5 reasons to call Owens-Corning first 
when you want to build energy-efficient homes 


Owens-Corning is the leading manufacturer easier and more profitable for you to offer 
of insulation in America. energy-efficient housing. 

So Owens-Corning has accepted the Look them over. Then, to get fast action 
responsibility of leadership in helping build- regarding any of the ideas, go straight to 
ers adapt to the energy crisis. the source. Call your Owens-Corning 

Here, on these pages, are five important sales office, or write: 1.К. Meeks, Fiberglas 
ways Owens-Corning has tried to make it Tower, Toledo, Ohio 43659. 


Adequate ventilation and provisions for 
exhausting moisture from home 


led to 


wed standards 


Windows designed to limit air leakage, 
and carefully weather-stripped, 


Storm door and standard door used in 
combination, or an insulated d 
special seals—to reduce air in 


А 2 Caulking and sealing by doors 

8 " barriers of 1.0 perm or less—here = ` » 
5 мш quie i ` ч м saath A y ae chimneys, and other critical locations. 
n walls, and in ceilings and floors, and as 5 


ground cover in crawl spaces А . Р 
Air-handling duets in nonconditioned 


areas insulated to improve overall 
energy efficiency. 


I 


otal glass area minimized. ) 
е Heating and cooling equipment 
Perimeter insulation for sla # sized correctly, carefully matched 
construction (placed along s before to requirements of home. 

slab is poured)— helps keep floors and 

walls warmer 


The Owens-Corning Energy-Efficient Home. This new program 

is a systems approach to energy saving. Homes built to these 
recommended 10-point specs are designed to cost significantly less to 
heat and cool—so they sell better. And they may not cost you any 
more to build than ordinary homes! 


"T. M. Reg. О.-С.Е. €1977 0.-C. Е. 
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Owens-Corning recommended minimum 

insulation guidelines. These are con- 
servative recommendations, by different 
climate zones in the United States, for cost- 
efficient levels of insulation. 


New higher-R batts. Owens-Corning's 
new R-30 Fiberglas* batts—with 
the NAHB Research Foundation label for 
assured thermal performance—make it 
easier to meet new standards. 


Massive television advertising. 

Owens-Corning’s commercials bring 
you eager buyers for your well-insulated 
homes—and quick approval for the 


Fiberglas product you use. 


Owens-Corning is Fiberglas 31:13 
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Merchandising aids. Owens-Corning 

has a variety of colorful, hardworking 
consumer booklets, site signs, and adver- 
tising elements to help you cash in on your 


energy-efficient homes faster. 


GLAS 
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Here is the latest information on U.S.G. products and systems 
offering cost savings, fuel conservation, and quality improvement. 


Latest patterns and colors 

in vinyl gypsum panels! 
TEXTONE® Vinyl-Faced 
Gypsum Panels. Lasting beau- 
ty with important maintenance 
cost savings. Popular textures 
with mix-and-match colors. 


USG. 
PLASTER and VENEER 
PRODUCTS CATALOG 


UNITED STATES GYPSUM 


Complete range of 
specialized plasters! 
Conventional plasters and 
veneers from the industry's 
most complete line. A catalog 
filled with technical data. 
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UNITED STATES GYPSUM 


Vapor control in exterior walls! 
Foil-Back SHEETROCK® 
Panels with built-in vapor 
barrier. Best way to control 
humidity and have trouble-free 
exterior walls and ceilings. 


ACOUSTICAL SEALANT 


water base 


UNITED STATES GYPSUM 


Get your money’s worth from 
sound-rated partitions! 


The most effective way to 


prevent sound leaks is USG® 


Acoustical Sealant. From the 


company that creates com- 
plete systems, not just 
products. 


UNITED STATES GYPSUM 


Full line of joint compounds 
and textures! 

How to choose the right co 

pound and texture for opti- 

mum results. An eight-page 
catalog which defines all of 
the various characteristics. 


Successor to masonry 

for fire barrier walls! 

Lower cost USG Area Separ: 
tion Walls prevent schedulin 
delays in townhouse, condo 

minium, and garden apartmg 
projects. 


Mail this 
coupon now. 


Just indicate the pertinent 
data and technical information 
you need 


desired result, from 

nge peel" to the bold 

bustical" look. All non- 
tos formulas, too! 


UNITED STATES GYPSUM 


framed curtain walls, 
time and money saver! 
bmplete twenty-page 
ша! with details, specifica- 
s and physical data on 
b Curtain Wall Systems. 


UNITED STATES GYPSUM 


USG Corner Bead 
& Metal Trim 


UNITED STATES GYPSUM 


A new approach to 

corner bead and trim! 
Whether you choose drywall 
or veneer finishes, achieve 
maximum protection and 
minimum cost with these 
unconventional new products. 


You can benefit from the use 
of adhesives in construction! 
Thirty-six pages explaining 
the advantages, performances, 
and better results that can 
accrue from the proper use 
and choice of adhesives. 


Provide real fuel savings! 
Insulate exterior masonry 
walls, up to three inches, by 
positive, direct, fast mechan- 
ical fastening. Fire protection 
for foam insulation. 


MORTGAGING 


Flexible mortgage down but not out 


The campaign to get Washington to ap- 
prove flexible-rate mortgages proceeds 
shakily despite what had looked like a 
knockout blow. 

So there will be a showdown in Con- 
gress along about next September, and 
consumers and labor unions may de- 
cide the outcome. 

The seeming knockout was an order 
from the Office of Management and 
Budget officially dissolving the govern- 
ment advisory panel conducting the 
"Alternative Mortgage Instruments 
Research Study." The survey was a 
search for alternatives to the fixed-rate 
mortgage. 

The dissolution order reduced the ad- 
visory committee to working on an un- 
official basis, but that didn’t matter. 
The Federal Home Loan Bank Board, 
the S&L regulatory agency that had 
sponsored the survey, has kept its own 
staff grinding away at the study. The 
HLBB enjoys support from some influ- 
ential members of Congress, and it 
aims to come up with proposals in Sep- 
tember. 

The big issues. The mortgage study 
was started a year ago by the bank 
board in order to woo Congress into 
letting federally chartered savings and 
loan associations move into flexible- 
rate mortgages. Such loans include the 
variable rate (VRM), the graduated pay- 
ment (GPM) and the reverse annuity. 
The S&Ls make two-thirds of the 
country’s mortgage loans. 

The political curse of the study, how- 
ever, has been the fact that the variable- 
rate mortgage transfers inflation risks 
from lender to home-buying borrower, 
who is also a voter. This makes it ‘‘anti- 
consumer," though proponents argue 
that sometimes at least the alternative 
to VRM may be no loan at all. 

And the complaints. With an uphill 
task from the outset, the bank board 
started out by making its prospects even 
worse. It stacked its advisory panel 
with lenders. Consumer-advocacy 
groups quickly claimed foul, and the 
Consumer Federation of America (CFA) 
sued the board, claiming the panel was 
so unbalanced in favor of lenders that 
it was illegal. The bank board’s acting 
general counsel, Daniel Goldberg, 
admits that the CFA suit eventually led 
the OMB to kill the panel. 

The cancellation came at a time 
when variable-rate mortgages were 
drawing heavy criticism because of 
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complaints from California. State- 
chartered S&Ls have written variables 
to the tune of $3.7 billion and Califor- 
nia's commercial banks, including the 
giant Bank of America, are also making 
VRM loans. But consumer groups in the 
state contend that lenders offering the 
VRM are no longer allowing borrowers 
to choose the old fixed-rate mortgage. 

Complainers also say lenders no 
longer offer the variable at an initially 
lower inierest rate than the rate on 
fixed-rate mortgages, as was the prac- 
tice when the vRMs appeared. 

Respectability? Those were both 
developments that Congress foresaw— 
and feared—before the California 
S&Ls launched their vRM experiment 
in 1971. The developments lend cre- 
dence to talk that the advisory panels 
study was merely an attempt to give 
VRMs respectability so Congress would 
approve their use by federally chartered 
S&Ls. 

Yet there remains a nucleus of po- 
litical support for the HLBB study. Some 
congressmen are grasping at the gradu- 
ated-payment mortgage—which lets 
the young buyer postpone much of his 
house debt—as one way to cope with 
the rise in house prices. Already, under 
previous legislation, specific lenders 
have just been chosen to offer 3,000 
GPM loans on a pilot basis. The bank 
board hopes an examination of these 
loans will show they are helping first- 
time buyers swing house purchases. 

Annuities and roll-overs. Insurance 
companies are pushing to try out re- 
verse-annuity mortgages, under which 
old people receive money in return for 
surrendering title to homes on death. 


BRIEFS 


A new realty company bows—in 
Wall Street. The Loeb Rhoades 
Group. holding company for Loeb 
Rhoades & Co., the securities firm, 
gives birth to Loeb Rhoades Realty 
Corp. Headed by Loeb Rhoades 
partner Joseph S. Lesser, the firm 
handles the parent's realty financing 
and acquisitions. 


A settlement looms in the long 
dispute between Cenvill Communi- 


ties and the owners in its Century Vil- 


And lenders on the advisory commit- 
tee have become reconciled to looking 
at the Canadian five-year roll-over 
mortgage as an alternative to the politi- 
cally dangerous vRM. The Canadian 
mortgage, as the name implies, in- 
volves less flexibility than the standard 
VRM, which can go up or down every 
month. 

Тһе future of alternative [flexible] 
mortgages does not ride or fall on what 
happens to vRMs,”’ insists Donald 
Kaplan, research director for the bank 
board and the man who spearheaded the 
mortgage-study project. 

A bid to the consumer. The future 
of flexible mortgages probably does 
ride on what consumer groups tell Con- 
gress about them, though, and Kaplan 
is trying to persuade consumer groups 
to help shape the board's recom- 
mendations for consumer safeguards 
on the new mortgages. 

The Consumer Federation of 
America doesn’t seem likely to go 
along. But the AFL-CIO's housing ex- 
pert, Henry Shechter, has been en- 
gaged on the mortgage study from the 
outset. And Kaplan is also talking to 
Ralph Nader's Public Interest Research 
Group and to the Consumers Union. 

Consumers Union's Harry Snyder is 
unhappy with укм and asks, "Do they 
need our help or do they only want to 
have us for cover?" Still, he adds, 
"We will cooperate, because if we 
don't there will be only [lending] in- 
dustry contributions. At the same time, 
we have to speak freely on how narrow 
[the study] is." —STAN WILSON 

McGraw-Hill World News, 
Washington 


lage condominium development in 
West Palm Beach. The company pro- 
poses to sell Century Village's recre- 
ational facilities to a recreation dis- 
trict set up by the Florida legislature. 
Asking price: $31.5 million. The 
deal is subject to ratification by the 
lawmakers. 


A new name appears. Armstrong 
Cork of Lancaster, Pa., will become 
Armstrong World Industries Inc. if 
stockholders agree. 


rs ago, Mobay develo ed 
— the Wor he E 
efficient insulation. 


that urethane foam is almost twice 
as efficient as the next best choice 

If you're interested in manufac- 
turing or using a urethane thermal 
insulation system for energy con- 
Servation, we can help you every 
step of the way—from production 
machinery and equipment to the 
most complete line of urethane raw 
materials and technical assistance, 
including guidance on performance 
Specs and sources of applicator 
assistance. Call or write: 

But, better insulation doesn't Mobay Chemical Corporation. 
mean more, or thicker, insulation. Polyurethane Div., Code HO-57, 
Inch for inch, it is a provable fact Pittsburgh, Pa. 15205. 


itself. But itc 
lots of it—in 
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automatic garage door opener systems 
... by Alliance 


The garage door picker upper becomes the sales picker upper! 


A Genie automatic garage door opener system in the garage tells potential 
home buyers a lot about уои... and a lot about the house. It shows your concern 
for their comfort and convenience. And it says that you use nothing but the best 
when you build. Only Genie offers CRYPTAR™ II DIGITAL CONTROLS, the 3000- 
code, personal card-select system designed for added security and protection. 
And Genie offers SEQUENSOR™, the unique new ''computer-controlled brain" that 
provides solid state reliability and quiet, error-free operation. Choose from three 
decorator-designed models, all complete with automatic lighting, automatic 
reverse if the door contacts an obstruction while closing, external limit switches 
and thermal overload protection. Call your local Genie dealer for complete details 


Opens the оог... turns on the light . . . lets you drive right in! 
Є» тһе ALLIANCE Manufacturing Co., Inc., Alliance, Ohio 44601 
A A NORTH AMERICAN PHILIPS MPANY 
Maker of the famous antenna rotator... Alliance Tenna-Rotor "TV's Better Color Getter!” 


* Cryptar * Genie are registered trademarks of The Alliance Manufacturing Company. Inc © 1976 The Alliance Mfg. Co., Inc 
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The kitchen can be the single 
most important room in closing a sale 
or rental. 

And that’s where our refrigerators 
come in! 


Today, most people want the con- 


venience of a no-frost refrigerator in 
their home. And they're willing to pay 
more for it. 
Feature-packed refrigerators. 
The two Hotpoint models shown 
above offer the convenience of no- 
frost and a lot more features, as well. 
Features like doorstops, a trilon 
crisper, easy-release ice trays and the 
covered dairy compartment in our 
14.2 cu. ft. refrigerator. 
Or the added convenience of 
cantilever shelves, twin crispers, a 


removable freezer shelf, optional 
automatic ice maker (available at extra 
cost) and the Power Saver Switch in 
our 15.7 cu. ft. model. 

More refrigerator in less space. 

We've designed our new refrig- 
erators to give your buyers and tenants 
more fresh food and freezer capacity 
on less floor space. Our 14.2 cu. ft. 
model, for example, is just 28" wide; 
the CTF16CT only 3012" wide. 

And, of course, Hotpoint refrig- 
erators come in a wide variety of sizes 
and capacities—from a 9.5 cu. ft. 
single door all the way up to our 
deluxe 23.5 cu. ft. side-by-side. 

A name people know. 

Hotpoint is a nationally recog- 

nized brand name that stands for qual- 


CTF16CT 
15.7 cu. ft. 


ity. The kind of quality association that 
can сату over to the rest of your unit 
and furnishings as well. And remem- 
ber, every product we sell is backed by 
a nationwide service system called 
Customer Care. .. Everywhere.9 

If you'd like more information on 
our refrigerators, or any other appli- 
ance we make, talk to your Hotpoint 
Representative. He's our salesman, 
but part of his job is helping you make 
more sales! 


El ir? 


We hustle for your business. And it shows. 


3 Hotpoint 


A Quality Product of General Electric Company 
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PEOPLE 


18 in new Housing Hall of Fame 


The NAHB will open a Housing Hall of 
Fame during its spring board of direc- 
tors’ meeting in Washington May 6-10. 

Eighteen leaders chosen for their 
“significant and lasting contribution to 
U.S. housing progress" will be in- 
ducted. Bronze and gold plaques nam- 
ing the designers will go on display in 
the National Housing Center at 15th 
and M Street N.W. 

Senator John Sparkman (D., Ala.), 
one of those honored, will participate, 
along with officials of the NAHB, of 
government and of industry. 

“*Those to be honored,” said John 
Hart, immediate past president of 
NAHB, ''are men of vitality and vision 
who overcame obstacles of every sort 
to lead this nation to the highest stand- 
ard of housing in the world.” 

Founders. The hall is a concept of 
two past presidents of NAHB, George 
Martin and Martin Bartling, and of 
members of the National Housing Cen- 
ter's board of governors. The first se- 
lection, made by secret ballot from a 
long list of candidates, covers the dec- 
ade of the 1940s, which brought a war 
that was followed by rapid housing 
growth. 

Selections will later be made from 
the 1950s, the 1960s and 1970s. Fi- 
nally, nominees from earlier periods 
will be considered. 

A historical review of housing is 
being carried on by Joseph B. Mason, 
for many years editor of American 
Builder magazine, which ceased publi- 
cation in 1969. He also served as exec- 
utive editor of Architectural Record, as 
building editor of Good Housekeeping 
and as senior editor of Professional 
Builder from 1964 to 1974. The histori- 
cal study will require four years. 

The 18 leaders. Here are the induc- 
tees and their citations: 

John Sparkman, Huntsville, Ala. 
Senator, author of major housing 
legislation including G.I. Bill. 

J. Stanley Baughman, Washington, 
D.C. President of Federal National 
Mortgage Association 1950-67. Ex- 
panded home financing. 

Fritz B. Burns, Los Angeles. Founder 
and early president of NAHB. Built 
war and postwar homes, using new 
design and production techniques. 

David D. Bohannon, San Francisco. 
Building giant who pioneered faster 
production methods in war and post- 
war homes. A founder and early 
president of NAHB. 
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George F. Nixon. Builder and devel- 
oper of Chicago communities. A 
founder and early president of NAHB. 

Harry J. Durbin, Livonia, Mich. 
Builder of low-cost war and postwar 
homes in Detroit. Director of Detroit 
Housing Commission. 

Joseph E. Merrion, Chicago. A 
founder and early president of NAHB. 
Built war housing and was chairman 
of Home Builders’ Emergency Com- 
mittee in 1944. 

Frank W. Cortright, San Francisco. 
First executive vice president of 
NAHB (1942-53). 

Joseph E. Meyerhoff, Baltimore, Md. 
Builder of 25,000 war and postwar 
homes, founder and early president 
of NAHB (1946). 

Milton J. Brock, Los Angeles. 
Builder of fine homes and communi- 
ties, president of NAHB in 1948. 

Rodney M. Lockwood, Birmingham, 
Mich. Legislative and policy leader 
for NAHB, president in 1949. 

Kimball Hill, Rolling Meadows, Ill. 
Builder; his Oak Meadows and Roll- 
ing Meadows projects, more than 
6,000 units, set new standards in de- 
sign and in industrialized produc- 


tion. 

Robert P. Gerholz, Flint, Mich. 
Builder, leader and industry spokes- 
man. He was successively president 
of NAHB (1944), the National Asso- 
ciation of Real Estate Boards and the 
U.S. Chamber of Commerce. 

Paul B. Shoemaker, Evanston, Ill. In- 
dustrialist and producer of quality 
housing. Worked for better relations 
between builders, manufacturers and 
distributors. 

Edward G. Gavin, Chicago. Editor of 
American Builder, developed Na- 
tional Home Week concept; received 
NAHB Distinguished Service Award. 

Edward R. Carr, Washington, D.C. 
Builder, developer of Springfield, 
Virginia, and other Washington-area 
communities. Because of his wit, he 
was much loved as a toastmaster. 

Franklin L. Burns, Denver, Colo. 
Builder of war and postwar commu- 
nities, served on Home Builders 
Emergency Committee, 1942. 

Andrew S. Place, South Bend, Ind. 
Builder and innovative leader in 
housing research. Served 24 years on 
NAHB's Research Foundation and 
Research Institute. 


questi 
And the multiple choice answer 
you've all been looking for. 


Choosing the best siding material 
these days is getting to be a real test for 
cost-conscious builders. Especially in larger 
projects and multi-family developments. 

Is there a material that can provide 
ease of construction, durability and good 
looks; and still be obtained at a reasonable 
cost? 

We think there is: Simpson Ruf-Sawn 
316. 


It's ideal as a siding material for 


apartments, multiple family dwelings, and 


certainly the detached single family 
residence. 

Why? For one thing, Ruf-Sawn 316 
has all the inherent structural advantages of 
plywood. No additional sheathing is 
required. Plus, Ruf-Sawn 316 has a unique 
woodgrain textured resin overlaid surface 
that not only resists wear, weather and 
abrasion, but also provides a near perfect 
surface for paint or solid color stain. And 
it's even available prefinished. 


Ital adds up to a siding material that 


— А 
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is answering questions for an ever growing 
number of builders; all over the country. 
We'd like to answer yours. Just write 
Simpson Timber Company, 900 Fourth 
Avenue, Seattle, WA 98118. 

See us in Booth No. 646 at the 
Apartment Builder/Developer Conference 


& Exposition. 
Ruf-Sawn 316 


° 
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WE MEAN FOR REAL 


McGraw-Hill’s Personal Finance Letter is serious 
about money. Every two weeks its eight fast-reading, 
fact-filled pages go out to thousands of people like 
you...people who want the money they earn and 
save to grow. That's not something we take lightly. We 
work hard to help you build your financial security on 
all fronts with vital information and strategies you 
need to make sure your money is working for you the 
way it should 


We don't toss out "tips," hunches or flights of fancy. We 
dig deep, searching all areas of financial opportunity 
through our editors, specially trained investigators 
and a worldwide network of blue chip advisors 


Address 

City 

City Zip 
Signature 

Mail to McGraw-Hill’s Personal Finance Letter. 


1221 Avenue of the Americas 
43га Floor, New York, М.Ү. 10020 


As a result, every one of McGraw-Hill's Personal Fi 
nance Letters bi-weekly issues brings you sound 
thoroughly-tested advice and strategies aimed a 
helping you make your dollars multiply. Some of the 
topics we cover are: the economic outlook ... stocks 
and bonds...real estate...taxes (and how to pay less) 

estate and retirement planning...insurance ideas.. 
how to save when you spend... and much more yo 
can use whether you've already made your fortune Of 
just hope to 


But right now, we want you to look into McGraw-Hill's 
Personal Finance Letter for yourself — without risk. 
You'll find details of our free trial subscription offer i 
the coupon on this page. Check it out and mail ће 
coupon today. Chances are you can't afford not to! 


1 Please start a trial subscription for meto McGraw- 
Hill's PERSONAL FINANCE LETTER. I'll check out the first 
two issues you send me. If | decide | can't use it, l'Il write 
cancel" across the bill you send me. Otherwise, l'Il send 
you a check for $49, the tax deductible price of a full 
year's subscription. If at any time | decide | no longer 
want Personal Finance Letter, | can cancel andreceive a 
full refund for the unexpired portion of my subscription 


i 


McGraw-Hill's PERSONAL FINANCE LETTER 


Money strategies for the '70s 
House & Home 5/77 


hat's right, there's a computer terminal right in 

ur office. And it can save you money on heating 
nd cooling equipment—whether you're building 
partments or individual homes. 

The computer terminal is your telephone. And 
ow your Carrier Dealer can use it to plug into our 
LIC computer. CLIC (Carrier Load Information 
enter) looks at your project from 31 different 
ngles—from insulation thickness to size of win- 
ow area. The CLIC computes the precise heating 
nd cooling load for any combination of construc- 
on options you're now considering—and tells you 
ow much you'll save on each setup. 

CLIC puts an end to costly oversizing by 


uild for less 


matching a home's heating and cooling needs to 
the Carrier equipment that can do the job best. It 
keeps you from buying more BTU's than you need, 
and keeps your customer from paying an oversized 
utility bill. 

Spend twenty minutes with your Carrier 
Dealer soon. And see what you can save. Tell him 
what you're building, and he'll tell you what Carrier 
products you need to sell today's energy-conscious, 
quality-conscious buyer. 

To set it up, just complete and mail the 
handy, postage-paid reply card. If the card is 
missing, write us: Carrier Air Conditioning, Carrier 
Parkway, Syracuse, New York 13201. 


y using Carrier products 
nd the computer terminal 


n your desk. 


Number One | 
Air Conditioning | 
Maker 


Visit us at Booth 706 at the Las Vegas Apartment Show. 
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Shapell's Sterman . . . 
New v.p. for finance . . . 


Builder vice presidents in bloom 


Spring has sprung and new vice pres- 
idents are springing up on the West 
Coast. 

Shapell Industries, Los Angeles, 
names Irvin Sterman as its financial 
vice president. He was secretary and 
treasurer. Rosetta Cohen is chosen as 
vice president for financial public rela- 
tions and as assistant to Chairman 
Nathan Shapell. She's been serving as 
director of financial public relations. 
Controller Harold Turner takes the 
new title of vice president for corporate 
development. He's succeeded by Ste- 
phen L. Stapely. 

And—still in Los Angeles—Kauf- 
man and Broad elects Norman J. Met- 
calfe, 34, as vice president and trea- 
surer. He's been treasurer and director 
of finance. James M. Van Tatenhove, 
vice president and controller, edges up 
to a senior vice presidency. 

Don MacKay rejoins R&B Devel- 
opment Co., Los Angeles, as a vice 
president in charge of a new property- 
acquisition department. During his 
prior stay at R&B (1969-72) he focused 
on land acquisition and financing. He's 
an alumnus of Redman Industries, the 
Dallas mobile-home maker whose 
president, Lee Posey, resigned last 
month [H&H, Apr.]. Gary Wadsworth 
and Michael Manis are MacKay's as- 
sistant vice presidents. 

W. Channing Lefebvre takes over 
as president of the Rinker Co., a shop- 
ping center builder in Newport Beach 
and a subsidiary of the W.R. Grace 
Land Corp. Lefebvre replaces Harry 
S. Rinker, who moves up to chairman. 
Lefebvre has been executive vice pres- 
ident of Rinker since 1962. 

In San Diego, Douglas W. Garner 
becomes director of community devel- 
opment for M.H. Golden Co. A con- 
tractor for 50 years, the concern entered 
community development in 1973. 
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. . and Rosetta Cohen 
. and for financial p.r. 


ATKINSON, BEVERLY HILLS 


А 
K&B's Metcalfe 
New v.p./treasurer 


In Florida, meanwhile, Roger Hall 
takes over as vice president and general 
manager of new communities for Ar- 
vida Corp. He’ll work out of Fort Lau- 
derdale, although Arvida’s head- 
quarters are in Miami. Hall has been the 
general manager of Boca West, a 
1,400-acre resort in Boca Raton, for 
two years. 

Mod-U-Kraft Homes of Rocky 
Mount, Va., adds Robert L. Cooper 
and E. Joe Campbell to its roster of 
vice presidents. Mod-U-Kraft acquired 
their company, Campbell-Cooper Inc., 
also of Rocky Mount, a year ago. Coo- 
per becomes executive vice president 
and Campbell becomes vice president 
for sales. 


LENDERS: Robert B. Ferguson Jr. 
takes the helm at Security Pacific Mort- 
gage Corp. in Denver, succeeding M. 
Stanley Hendrickson as chairman and 
president. Security Mortgage is a sub- 


New book tells way to buy land 


Potential land buyers who end up as 
unsuccessful investors make four com- 
mon mistakes, says Rene A. Henry Jr. 
in his new book, How to Profitably Buy 
And Sell Land.* 

The four: poor timing, inadequate 
financing, choosing bad land and fail- 
ing to recognize a property's develop- 
ment possibilities. 

Using several case histories and 
checklists along with the advice of 50 
nationally known real estate profes- 
sionals, Henry suggests ways to avoid 
all four mistakes. He is chief executive 
officer of IPCR, a Los Angeles public 


* John Wiley & Sons, New York, $14.95 


JOE RUSKI 


NARIET's Nicholson 
Promoted in Washington 


sidiary of Security Pacific Corp. of Log 
Angeles. Ferguson was president ой 
Mercantile Mortgage of St. Louis. 

Warren R. Lyons becomes vice| 
president and western regional man 
ager at Ticor Mortgage Insurance Co. 
in Los Angeles. 


PLANNERS: Wilbur Hamilton, 46, 
becomes executive director of the San| 
Francisco Redevelopment Commis- 
sion. A commission official for eight 
years, he replaces Arthur F. Evans, 
who resigned last December. 


ASSOCIATIONS: The National As- 
sociation of Real Estate Investment 
Trusts names John B. Nicholson as ex- 
ecutive vice president to succeed 
Ralph Coburn, who retires. Nichol- 
son, a former Washington corre- 
spondent for HOUSE & HOME, has been 
the association's public affairs director 
for four years. 


relations firm serving builders and de 
velopers, and he has been executive 
secretary of the Council of Housing| 
Producers since 1968. 


Author Henry 
To buy or not to buy 


Year after year, demand for 
inyl siding grows higher and higher. 


n 9 years, demand for vinyl siding has increased snugly, help prevent heat loss and minimize 
ourfold. Share of market has almost doubled. condensation. 


More and more homeowners recognize that In short, vinyl siding, windows, shutters, gutters, 
vilding products made with our Geon” vinyl are downspouts and other products help give home- 
ot only beautiful, but also live a long, virtually owners more reasons to buy. Preference for vinyl 


gets higher every year. 

For information about building 
products made of Geon vinyl, 
contact The BFGoodrich 
Company, Chemical 
Division, Dept. H-38, 
6100 Oak Tree Blvd., 
Cleveland, OH 44131. 


arefree life. They are very, very tough. 
They won't warp, rot, peel or 4 
bsorb moisture. Vinyl prod- 
cts won't rust or corrode. 
on't need painting. 
Also, vinyl clad 


Goodrich 


Chemical Division 
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“What a help! 


That Whirlpool man 


understands my pla 


ns as 


well as his spec sheets!" 


A Whirlpool builder territory manager knows 
the intricacies and the problems of the building 
business. He understands tight schedules and 
the all-important bottom line. 

He doesn't treat appliances as “just another 
item." He considers how they fit the whole, 
and how his product features, dimensions and 
installation requirements fit your particular 
needs 

That's because he's gone through one of 
the most extensive and intensive training 
programs in the business. The Whirlpool 
Builder Seminars, conducted through the 
facilities of the Whirlpool Educational Center, 
get down to the basics of the builder business. 

These managers partic- 
ipate in training programs 
to get practical informa- 


Ask about 


Help where it counts 


tion on things like marketing trends . . . builder 
financing, merchandising, kitchen planning 
and other builder problems. And then they 
get complete briefing on the full line of quality 
Whirlpool builder appliances and after-the- 
sale services like COOL-LINE* Service and 
ТЕСН-САНЕ * Service, which can be important 
to a builder 

The result: You get a lot more than an 
appliance salesman. You get a man who can 
understand what your needs аге... and works 
with you in meeting them. 

A call to your Whirlpool Distributor is all it 
takes to get one of these trained professionals 
at your shoulder. And rest assured, he will 
fit his schedule to yours. 
After all, he knows what 
it's like to be a builder. 


Whirlpool Distributor pre-sale 
and post-sale services 


<=> 
Whirlpool 


CORPORATION 


We believe quality can be beautiful 
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lot of bath fixture manufacturers are jumping on the fiber- 
lass boat these days. But U/R was the first major manufac- 
rer to launch it. Way back in 1963. As a result, we've 
eveloped the finest designs and manufacturing 
rocedures. Along with the toughest testing sys- 
Pm. So, we can offer the very best fiberglass 
xtures ata price that saves both builders and 
onsumers money over conventional tubs 
па showers. And that's why we're the leader 
the industry. 
All you have to do is look at U/R fixtures to 
ee what we mean. From the mirror smooth 


seamless, no-grout finish, all the way through the triple 
layers of fiberglass, fire retardant finish, strong integral 
bracing and grab-bars. Optional non-skid tub bottoms 
and extra heavy duty grab-bars, are also available. 
Look at our wide choice of bath models and sizes. 
The luxurious Cabanabath Il tub-shower unit and 
deluxe 48" shower with matching optional tops. 

To top it all off, U/R fiberglass fixtures come in all 

U/R colors. Including Marble Creme which matches 
U/R's marbleized china. A simply great combination. 
U/R fiberglass tubs and showers. The big reason why 
all fiberglass bath fixtures are not created equal. 


U/R Division of Universal-Rundle Corporation, 217 North Mill Street. New Castle, Pa. 16103 H&Hihousing 5/77 41 
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GABRIEL MOULIN 


RTGAGE SCENE 


PRESTON MARTIN 
President 

and chief executive, 
PMI Mortgage 
Insurance Company, 
San Francisco 


M 


PMI versus 
FHA: 
confrontation or 
collaboration? 


mong the legacies of 
Carla Hills to Patricia Harris is a 
little-noticed report. **The Future 
Role of FHA,” all 154 pages, sur- 
faced to the discomfort of several 
HUD staffers and the edification of 
President Carter's people. The re- 
port urges a wider role for FHA in 
core neighborhoods and central 
cities. It concludes: 

“Тһе appropriate future role for 
FHA in the single-family market is 
one of providing an insurance serv- 
ice that is complementary to that 
provided by the private mortgage- 
insurance industry. The objective 
behind FHA’s continued existence 
in this market should be to accept 
on an unsubsidized basis that por- 
tion of the market demand which is 
inadequately serviced by this in- 
dustry...” 

This is diametrically opposed to 
the legislation proposed by the 
Mortgage Bankers Assn. [See 
"The Fight Over a New FHA,” 
H&H, Feb.]. The MBA wants an au- 
tonomous FHA, concentrating on 
housing that is new and in subur- 
bia. 

Where does this leave the bur- 
geoning mortgage-insurance (MI) 
industry, which relies upon private 
capital? 

Collision course? Is a confronta- 
tion inevitable, and will it reduce 
the catalytic role of these private 
resources that make marginal mort- 
gages marketable? Is there a col- 
laborating role between HUD and 
the 15 major mortgage-insuring 
companies, as the HUD report rec- 
ommends? Builders need answers. 

Builders have reason to follow 
the struggle for market position be- 
tween the private insurers and the 
FHA. The FHA has been losing, so 


there is increasing builder interest 


in conventional financing. The 
10%-down and 5%-down conven- 
tionals are available when S&L 
savings are plentiful, but they have 
been around only five or six years. 
In 1976, about 20% of the S&L 
residential originations were of 
90% loan-to-value and 10% were 
95 percenters, both a sure sign of 
easy mortgage money. 

Nobody has to remind a builder 
of the complexities of dealing with 
FHA. If he could be assured of a 
dependable flow of high-ratio loan 
funds from conventional lenders, 
he might leap at the chance. The 
constraint holding many a builder 
back from conventional lenders is 
his perception of the in-and-out na- 
ture of these lenders. He has read 
enough stories about disintermedia- 
tion to be sensitive. 

Yet, the facts of the last money 
crunch point in the opposite direc- 
tion; we may have talked too much 
about disintermediation. 

Opportunities. If you are a 
single-family builder, you may 
have noticed in the last three years 
that the S&Ls, for the most part, 
stayed in the market. Maybe the 
S&L is not as in-and-out as it used 
to be. 

Is there a potential for a builder 
to explore privately insured con- 
ventional-mortgage financing for 
1977 or 1978? 

Look at the substantial upswing 
in insured conventional mortgages 
last year. In 1976, the private com- 
panies insured approximately $14.6 
billion in conventional loans, up 
46% from the $10.1 billion in 
1975. Some analysts have been 
talking about a $17-billion volume 
in 1977. 

Builders, of course, know that 
perhaps two-thirds of this is related 
to mortgage paper on existing 
housing. At any rate, about $15 out 
of every $100 of conventional 
mortgage money is today privately 
insured, and this proportion has 
been stable for the last three years. 
Even when you recognize that only 
one out of every three or four pri- 
vately insured mortgages is on a 
new house, this still gives a grow- 
ing pool of funds from $5 or $6 bil- 
lion. The Federal National Mort- 
gage Corporation has joined the 
FHLBB's Mortgage Corporation in 
the insured conventional market, 
and mortgage bankers are adding 
insured conventionals to their origi- 
nations. 

The approach. How can a 
builder get into the insured conven- 
tional mortgage action? He can use 
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S&Ls and savings banks in his own 
area, of course. And he is now be- 
coming aware of the nationwide 
network of mortgage matchmakers 
among the MI companies. Nothing 
delights a mortgage insurer more 
than bringing a builder to a lender 
and then converting that contact 
into mortgages insured. Further, 
management in the MI industry is 
seeking additional financial tools in 
order to enlarge their share of the 
conventional loan market. 

Insurers are vying with one an- 
other to insure the foreclosure risk 
related to pools of conventional 
loans. These pools are being used 
to issue securities backed by con- 
ventional mortgages. The great 
portfolios of mortgages in the 
country are predominately conven- 
tional loans. Think of the opportu- 
nities that lie in unlocking these 
frozen assets! Home Capital Funds 
and Bank of America look to be the 
first issuers of these securities, but 
other banks and savings and loans 
are not far behind. When a 
builder's mortgage company can 
pass through conventional loans, in 
a sort of private Ginnie Mae secu- 
rity fashion, the potential is obvi- 
ous. 

The mortgage insurers are being 
encouraged, in much the same way 
as loan originators, to insure mort- 
gages on new projects in older 
neighborhoods as well as conserva- 
tion-project loans on existing 
dwellings there. Builders and 
lenders are both devising new 
forms of mortgage instruments, 
particularly the graduated-payment 
mortgage and the reverse annuity. 

Fight or unite? What have these 
developments to do with FHA-PMI 
confrontation versus collaboration? 

The answer lies in the multitude 
of requirements being placed on 
both FHA and the private insurer. 
Patricia Harris and others in the 
Carter administration stress their 
thrust to preserve and conserve the 
existing urban areas, where FHA 
has a vital role to play. But such a 
role will continue to strain FHA's 
resources, drain its reserves and tap 
taxpayer money. And the increas- 
ing mobility of the American fam- 
ily, along with rising prices for 
both existing and new housing, is 
generating huge demand for non- 
subsidy mortgages. 

So collaboration between the two 
types of mortgage insurers, govern- 
mental and private, will be a neces- 
sity for decades if we are to fulfill 
any of our country’s housing and 


urban-development goals. 


When this builder built his own 


ream home, he wouldn’t use anything but 


GAF Vanguard vinyl siding. 


A man who knows both sides of 
e siding story is builder Ron Gregory, 
Greenville, South Carolina. GAF 
i. ранен vinyl siding has built such a 
reputation with him, he insisted 
using it on his own home. We 
eren't surprised, but we asked him 


y. 
“It goes up very easily, it's good- 
р King, and it's practically indestruc- 


le," he answered. We asked him to 
specific. 

"Those lightweight 12-foot panels 
th their pre-formed nailing flanges 
d slots go up so fast, it's hard to 
lieve. And there's no painting or fin- 


ishing—not even a touch-up. That saves 
time. Plus now, we have a choice of 6 
colors in 8' and double 4" clapboard, 
and 8" vertical with smooth or textured 
finish. So Vanguard vinyl siding seems 
to be a natural for builders." 

"Speaking as a homeowner, it 
stays looking good for years in the 
worst weather. That means no re-paint- 
ing. Scratches don't show either, since 
the color goes clear through. And, it 
can't rot or rust." 

"This siding does make a home 
easier to sell. | Should know. I'm my 
own satisfied customer.” 

Thank you, Mr. Gregory. 
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Dept. HH57, Building Materials (RSI) 
140 West 51 St., New York, N.Y. 10020 
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House & Home presents 
Dave Stone's new book on 


how to turn wavering prospects 
into confident homebuyers 


258 pages 
7%” x 10% 


As an outstanding professional in face-to-face selling, Dave Stone knows 
exactly what it takes to turn wavering prospects into confident buyers 


In his new book on HOW TO SELL NEW HOMES AND CONDOMINIUMS. 
Dave distills over thirty years of rich and varied selling experience as salesman, 


sales manager, sales trainer and sales consultant. 


Dave Stone digs deep below the surface to give you a clear picture of how 
buyers and sellers react to each other. He shows both as factors in the human 
equation that tip the scale—and the sale—in one direction or the other. 


HOW TO SELL NEW HOMES AND CONDOMINIUMS is a basic book 
about people—the people who buy homes from the people who se// homes. It 
brings to sight all the hidden worries, fears and hopes that motivate buyers and 
sellers alike. It shows how these powerful emotions bounce back-and-forth 
between buyer and seller. And it reveals how the salesman’ own attitudes. 
moods and expectations become part of his own selling problem. 


SALES STRATEGY THAT WORKS 


49 ways to help buyers with equity financing 

54 ways to judge competitive location, design, 
construction quality & financial factors 

Sales strategy for scattered sites 

6 ways model homes can increase sales volume 

Logical sequence for visual aids 

Use of calendars, log books and lot-holds 

The worst place for floor plans 

How to isolate selection and material exhibits 

Typical Builder Control Manual for openings 


SALES TACTICS THAT WORK 


How to dissolve buyer tension 

How to finesse the complainer 

How to set deadlines for decision 

How to handle impossible requests for change 
How to handle options without losing control 
How to reduce major problems to minor factors 
How to ask the questions they want to answer 
How to create a sense of urgency 

How to relate floor plans to living requirements 
How to set up return visits 


President of The Stone Institute, 
Inc., enjoys a national reputation as realtor, 
author, lecturer, salesman, sales trainer, sales 
manager and sales consultant to builders, devel 
opers, realty and financial firms in the housing 
field 


Dave Stone, 


His mastery of selling strategy, selling tactics and 
selling lines derives from perceptive insight on 
what really happens when salesman and prospect 
meet. In plain, simple language, Dave Stone 
describes the nature of these reflex reactions and 
how to cope with them successfully 


With style and wit, Dave Stone describes the thinking, planning and under 
standing behind successful strategy, selling tactics and selling lines that make 
the sale 


HOW TO SELL NEW HOMES AND CONDOMINIUMS was written not 
only to guide ambitious beginners, but also to update highly professional 
salesmen on the whole new set of problems involved in selling condominiums. 


Worth the price of the book itself is the chapter on Selling Against Competition 
which compares buyer advantages of each type of housing to the disadvantages 
of each other type of housing. It provides instant leverage in knowing exactly 
how to approach almost anyone in the market for a new home or condominium. 


That extra sale is all it takes to re-pay your investment in Dave Stones new book 
on HOW TO SELL NEW HOMES AND CONDOMINIUMS over and over 
again. Make Daves ideas work for you. Fill in the order form below 


SELLING AGAINST COMPETITION 
Buyer Advantages Buyer Disadvantages 
New home vs Re-sale home 

Production home vs Custom home 
Custom home vs Production home 


Conventional home vs Mobile home 
Owning vs Renting 
Condominium vs Single-family 
Condominium vs Townhouse 
Single-family vs Condominium 
Townhouse vs Condominium 
Townhouse vs Single-family 
Low-rise vs High-rise 


Traffic Report Form to detect marketing problems 
Subdivision Control System for materials 


6 knockout questions for openers 
8 typical closing questions 


95 sales slants for 46 common expressions 


High-rise vs Low-rise 
Small community vs Large community 
Large community vs Small community 


PROFILE OF TODAY'S HOMEBUYER 


Send me 
Dave Stones new book on 


HOW TO SELL NEW HOMES AND CONDOMINIUMS 
Enclosed is check for $19.95 pavable 
to House & Home Press 


How decisions are made: the balancing act 
Obstacles to decision-making 

6 things that worry homebuyers 

25 common objections and what they mean 
19 buying signals and how to read them 
Buver options as competitive factors 

" — e = = - Buver Profile Guide to closing action 

20% DISCOUNT ON 10 OR MORE COPIES >и селек E нонни ive 
Mail this coupon with remittance to Checklist for the buyers big move 


House & Home Press 


1221 Avenue of the Americas 
New York, N.Y. 19020 


—_——————————— 


PROFILE OF THE SUCCESSFUL 
SALESMAN 


The art of quick qualifying 
How to 
How to feature the buyers perceived values 


1 la 
Your Name ontrol vour effect on others 


Firm Name. -. 9 elements of siting vou should know 

14 types of construction knowledge you need 
How to schedule the 600-minute salesday 
Daily Work Plan for effective selling 

Sales Procedure Checklist 

Flowline of selling points for presentations 
13 ways to enrich your prospect list 

15 good thank-you gifts for buyers 


Mailing Address 
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Quality builders 
know the selling power 
of KitchenAid Load 
As-You-Like dish- 
wasners 
he reason is simple 
People who own dish- 
washerssay KitchenAid 
is the best. So when 
prospective home buy- 
ers see an energy-sav- 
ing KitchenAid dish- 
washer, they just natu- 
rally equate it with 
quality construction 
throughout the house 

But the dishwasher is just one 
of the ways KitchenAid appli 
ances can magic to 
your homes 

Consider the KitchenAid trash 
compactor. It has the same re- 
liability and performance that 
our dishwasher is famous for 
Plus it has convenience features 


add sa le 5 


Stainless steel disposer with 
| р чект 
exclusive Wham Jam Breaker 


ттш шш: 


that quality home buyers really 
appreciate 

he quality of the KitchenAid 
disposer has special buyer ap- 
peal, too. Its powerful motor 
and patented solid state Wham 


Compactor with exclusive 
Litter Bin® door 


KitchenAid 


Jam Breaker make it 
hard to jam, easy to 
unjam. And its five- 
year limited warranty 
is proof of its reliability 
[he KitchenAid Hot- 
water Dispenser is one 
of the most useful 
appliances ever to 
grace a kitchen counter 
Prospective home buy- 
ers will be intrigued by 
this extra added attrac- 
tion 

Builders testify to 
the selling power of 
KitchenAid in their kitchens 
And it stands to reason, you ll 
persuade more buyers to "close" 

when you install all four 
Call your KitchenAid dis- 
tributor today about his builder 
plan. Or write KitchenAid, 
Department 7DS-5, Hobart 
Corporation, Troy, Ohio 45374 


190* Hot-water Dispenser — 
like a built-in teakettle 


You'll say they're the best. 


Dishwashers * Trash Compactors * Disposers * Hot-water Dispensers 
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“With GE's new Ambassador 
‚апа Executive Heat Pumps, 
you can step up 

your customers from 

the very good 

to the outstanding: 


era 
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СЕ Ambassador Heat Pump leads in sales and is 
among the leaders in both heating and cooling performance. 
And the new Executive is even better than the Ambassador 
Substantially better 

So if you are a quality builder, why not step up your 
customers to the Executive? It provides higher efficiency 
than the Ambassador for your more discriminating buyers. 

In any case, you can let your customers choose initial 
cost economy with the Ambassador or the better operating 
economy of the Executive. 

The chances of your getting callbacks are minimal. Both 
the Ambassador and the Executive are excellent machines. 

And no wonder. GE has been making heat pumps since 
1935, and we are continuously improving them. We developed 
the Spine-Fin™ condenser coils, Climatuff " compressor, the 
Refrigeration Control Box, easily accessible components, and 
many other important features. 

For more information on GE’s Ambassador and Execu- 
tive Weathertron® Heat Pumps, as well as our full line of 
other heating and cooling equipment, contact your nearest 
GE Central Air Conditioning Dealer Не in the Yellow Pages 
under “Air Conditioning Equipment and Systems.” 

The General Electric Weathertron?... 

America’s #1 Selling Heat Pump. 


GENERAL QD ELECTRIC 
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мы 


In Virginia Beach, Va. 


Energy-saving 
package 
draws duplex buyers | 


Energy savings estimated at 40% are 
the main reason this 150-unit project : 
sold out in seven months 

So says George Ayers, vice presi- 
dent of Professional Realty Corp.. 
which handled sales for the builders, 
R.G. and Donald Moore. 

** More than 1,000 people viewed the 
duplexes in the first three weeks after 
opening," Ayers notes. "The high 
costs of energy are obviously very 
much on people's minds these days." 

The Moores used the Arkansas sys- 
tem [H&H, Oct. 75], which calls for: 

e Six-inch insulation (R-19) be- 
tween 2"x6" studs on 24" centers for 


(R-19) 
Jos 


exterior walls 

e Twelve-inch insulation (R-28) in 
the attic. Extra depth is gained by using 
the Arkansas truss, which drops 
squarely over the studs and eliminates 
jacks, cripples and headers. 

e Vapor barriers in ceilings, floors 
and walls 

e Perimeter insulation (1'2" ure- 
thane sheeting) around slabs and 1" in- 
sulation between slabs and plates 

è Double-glazed windows and insu- 
lated steel doors 

Energy savings in the Moores’ 
houses are about one-third less than in 
the original Arkansas houses. And 
Ayers tells why: '"These houses have 
more open areas, higher ceilings and 
more windows." 

The only party walls in the five 
models are in garages or storage sheds 
It's the same designed-for-privacy ar- 
rangement used by the builders in sell- 
ing out their first duplex project [H&H, 
June *76] 

The buyers are mostly young (26 to 
30 years old), earning modest salaries 
(up to $18,000 annually) and moving 
up from rentals. And because the 
Moores still have a waiting list for the 
duplexes, they will begin construction 
this month on a new 250-unit section. 

—J.G.C. 


Energy-saving details аге 
shown (top of page) with cut- 
away of the house that appears 
at right in both photo and plans 
This model, one of five at Bent 
Tree Homes, has 1,500-sq.-ft. 
living area and sells for $41,- 
200. The house at left in photo 
and plan has 1,378 sq. ft. for 
$39,890. Three other models 
range from 985 to 1,750 sq. ft. 
and from $34,990 to $44,890. 
Architect Art Ross has opened 
up living spaces with 


UPPER LEVEL 


kitchen/dining — pass-throughs, 
sunken living rooms, vaulted 
family-room ceilings, and open- 
tread stairs 
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House & Home pre 


sents 


Carole Eichen's new book of 
interior design ideas to make your 
model homes and apartments 
sell and rent faster 


156 pages 
50 color photographs 
100 drawings 

10%” x 10%” 
$24.95 


Next best to having Carole Eichen on your design staff is Carole 
Eichen’s new book of design ideas on how to decorate for your par- 
ticular segment of the market. Step-by-step, Carole walks you through 
the complex process of design decisions leading to that single telling 
moment when the prospect says, “Yes, I like it. ГЇЇ buy it.” 


Drawing from long years of experience, Carole tells not only why, 
but also how to put more sell into model homes and apartments. 


Her best-selling designs are presented in clear-cut text illustrated with 
fifty large, full-color photographs, each accompanied by before-and- 
after schematic diagrams moving your mind from the design prob- 
lem to the design solution to the ready-to-sell results. 


HOW TO DECORATE MODEL HOMES AND APARTMENTS 
explains the key factors to be considered in creating best-selling inter- 
ior designs for 

* Master Bedrooms * Dens 

* Children's Bedrooms * Sewing Rooms 

* Family Rooms * Sales Offices 

* Built-ins * Patios & Balconies 


* Kitchens 

* Bathrooms 

* Living Rooms 
* Dining Rooms 


Presenting an array of interior design ideas adaptable to your own 
condominiums, rental apartments and single-family homes, this mas- 
terful guide also gives you special insight on the major elements of 
residential design: color, lighting, built-ins and accessories. 


Carole Eichen, prominent interior de- 
signer for the housing industry and Con- 
tributing Editor to House & Home. 


Builders and developers turn to Carole 
Eichen-President and Chief Designer 
of Carole Eichen Interiors—for decorat- f 
ing ideas to match their market for con- 
dominiums, rental apartments and sin- 
gle-family homes. 


Carole is one of those rare people who 

know people. With an uncanny sense of 

merchandising, she designs model homes and apartments in the 
mirror-image of what homebuyers are really looking for. 


HOW TO DECORATE MODEL HOMES AND APARTMENTS 
also details the design decision-making process involving fundamen- 
tal judgments on 

* How to match interior decor to your markets, 

* How to make interior design costs pay for themselves, 

* How to keep abreast of current decorating trends, 

* How to bring your models in on schedule, 

* How to plan for effective model maintenance, 

* How to coordinate salesmen with the marketing team, and 

* How to put it all together for total impact. 


Equally important to the workings of successful interior design are 
Carole Eichen's suggestions on what builders should expect of de- 
signers . . . what designers should expect of builders . . . how to draw 
up a good contract with the interior designer . . . how to control 
schedules, deadlines and the countdown for installations. 


Inexpensive ways to avoid costly mistakes, budgeting do's and don'ts, 
and matching design to your market parameters are other practical 
aspects which make this new book an effective working tool for sell- 
ing condominiums, rental apartments and single-family homes suc- 
cessfully in any locale at every price level. 


Builders and developers who have profited from Carole Eichen's 
services would readily agree that your model homes and apartments 
will never look quite the same after you get your hands on this prac- 
tical book of successful interior design ideas. Order the book today and 
add Carole Eichen's expertise to your own experience in selling homes. 
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Valley Single Control 


reat Product Line Gets Better. 


Duality, design and performance make 
ey single control washerless faucets a 

ler. 

Jow those features are available in a 
standard of quality for two handle 

. Valley П. 


alley П, like Valley, uses one internal 


herless faucets . . 


ying part gliding over the inlet ports to 
mit water flow and then quietly 

ears" it off. Troublesome compression 
ns, washers, and seats are eliminated. 
alley IL, like Valley, has one control 
:mbly for all models, using materials 
ich have been "time tested" and prov- 
ependable in millions of Valley single 


control faucet installations. This exclu- 

sive Valley II control assembly functions 
smoothly with little effort and maximum 
control of water from trickle to full flow. 

Valley IL, like Valley, is quiet. Both 
models employ the same exclusive 
"Whisper Soft" noise inhibitor to pre- 
vent rumbling and whistling. Both give 
drip-proof, trouble-free, washerless re- 
liability and “Feather Touch" operating 
ease. 

Valley II, like Valley, is beautiful. All 
models add graceful elegance and dec- 
orator styling to every kitchen, bath and 
lavatory. 


Circle 53 on reader service card 


® Washerless Faucets. 


Valley and Valley II Faucets are backed 
by Valley’s famous Limited Five Year 
Warranty. 

Valley. Valley II. Great faucets! Write 
for our full-line catalog. 


UNITED STATES BRASS CORPORATION 
D A Division of Hydrometals, Inc 
Ф 901 stirs Street, Plano, Texas 75074 I 


Bright idea for 
energy savings: 
Foil-back SHEETROCK Panels. 


Foil-back SHEETROCK Gypsum Panels really shine 
when it comes to saving energy with drywall construc- 
tion. Used in exterior walls and ceilings, foil-back 
SHEETROCK panels reduce heat loss. And as a highly 
effective vapor barrier (less than 0.3 perms) helps keep 
interior moisture from penetrating exterior walls and 
ceilings; maintains improved year ‘round humidity con- 
trol. Foil-back SHEETROCK panels save you money 


from the start. Built-in vapor barrier costs about $1.00 
less per 1000 sq. ft. than polyethylene film installed 
separately. They save on labor as vapor barrier and pan- 
els go up together. Permit adhesive application over 
framed construction, not possible with poly- 
U.S.G. man for specifics. Or write 
Chicago, Illinois, 60606, 


masonry or 
ethylene. * Ask your 
to us at 101 South Wacker Dr., 
Dept. HH57. 


UNITED STATES GYPSUM 
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Circle 54 on reader 


BUILDING AMERICA 


service card 


Microwave ovens are the fastest-selling major 
appliance. So, offer your customers the GE Hi-Lo 


oven in cooking today. 

It also has a P-7® self-cleaning conventional 
oven as the lower oven. Self-cleaning ovens are the 
type of conventional ovens most popular with con- 
sumers, so this is a selling feature, too. 

All GE Hi-Lo Microwave Cooking Centers are 
backed by Customer Care® service, which means 
we have Factory Service Centers covering over 800 
cities, plus more than 5,000 franchised servicers 


Circle 55 


Give your kitchen the selling magic 


Microwave Cooking Center, the most exciting kind of 


on reader service card 


tiy “М Ы $ 
of GE microwave. 
across the country. Many of them are listed in the 
Yellow Pages. 

For further information, contact a GE Contract 
Sales Representative through your local GE Major 
Appliance Distributor. 

GE has the Automatic Chef Control, 
on Microwave Cooking Center models, 
the feature which cooks by tem- 
perature and shuts off the oven Sess 
when food has been cooked to 


PES 25 
the desired serving temperature. К 2 di 
Over 25 years of consistent service to builders. 


GENERAL Э ELECTRIC 
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Church: 4” x 8” Strata Tile 
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New meter helps 
buyer save energy 


North Carolina developer R. B. Fitch 
Jr. had gone about as far as he could 
go in building energy-saving houses 
His moderately priced single-family 
homes had 26 energy-saving features, 
ranging from beefed-up insulation to 
metal fireplace covers to stop heat loss 
at night 

So he developed the Fitch Energy 
Monitor, which picks up where energy- 
saving construction leaves off: with the 
wasteful consumer. 

The device shows the cost—in cents 


=== = 


| WHERE TO BUY 


Anyone interested in buying Fitch Energy 
Monitors should write to К. В. Fitch at 
Fitch Creations Inc 
P.O. Box 111 | 
| Chapel Hill, М. С. 27514 | 
| Estimated retail price: $125.00 


== — 


per hour—of the electricity being used 
in a home at any given time. 

“I feel that if homeowners know 
how much they are spending on elec- 
tricity, they will take the initiative in 
conserving it," says Fitch. He installs 
the monitor right next to the thermostat 


Monitor shows cost per hour of electricity 


used and tells the time of day. 


because heating is the largest energy 
user in the house 

And his experience with the device 
has been so good that he is now making 
it available to others (see box) 

Results. Electric usage was cut in 
half in many households surveyed 
One, for example, had used 10.780 
kwh of electricity in the four 
1975, before the monitor 
was installed. In the last four months 
of 1976—a much colder period—it 
used only 5.280 kwh. Rate increases 
rendered the dollar savings less dra- 
matic, however. The 1975 four-month 
total of $444.57 reduced to 
$322.48 in 1976 

The users were enthusiastic. “Ме 
found out from using the monitor that 
we were really ignorant about what ac- 
tually uses up electricity," explained 
Dr. Jeff Jones, a homeowner. `` has 
been fun improving our habits." 

Operation. The monitor has a re- 


last 
months of 


was 


... And here's how it came about 


It started with a challenge from builder 
to buyers: each month for a year Fitch 
would pay the lowest electric bill in 
each of three categories—singles, 
couples and couples with children. 

Entries poured in. Lowest bills were 
paid and the winners announced by 
radio. The results of Fitch's energy- 
conservation measures were impres- 
sive. In February 1975, for example, 
the three winners had bills of $33.13 
(single), $28.03 (couple) and $42.11 
(family) for all-electric homes. 

But the contest gave Fitch a chance 
to compare utility bills of homes that 
had exactly the same floor space, the 
same design and a similar number of 
outlets and appliances. It showed that 
the difference in energy use was as 
much as 200% or 300%. 

"That's when I realized that more 
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than half of the current American en- 
ergy budget is waste," says Fitch. 

And that's why he hired Czuko 
Funk, a young electronics expert, to de- 
sign a device that would make people 
aware of just how much energy they 
were wasting 

Other features. Besides the energy 
monitor, Fitch's homes have a number 
of other unusual energy-saving fea- 
tures. Among them 

e Attic doors that are insulated 
with styrofoam. weatherstripped and 
latched. 

e Metal covers that can be slipped 
over a fireplace opening, even if a fire 
is still burning, to prevent heat loss 
from an open damper at night. 

e Separate heating elements in 
bathroom ceilings so that just the 
bathroom can be heated. 


cessed front dial that allows the home- 
owner to enter the cost per kilowatt 
hour of electricity. (Other controls 
allow him to set the clock that alternates 
with the monitor.) The device then 
measures the electricity that comes 
from a transformer connected to the 
house's main power line. This tiny 
amount of current is directly propor- 
tional to the amount going through the 
power line. Integrated circuits then 
convert this information into cost per 
hour and display it on a light-emitting 
diode (LED) readout 

For example. if the refrigerator is 
running, the monitor may read 1.8 
cents an hour. If the air conditioning is 
then turned on, it may go up to, say, 
15.4 cents. Hot water running may 
push it to 30 cents, etc 

The device has a brushed aluminum 
face approximately 6 in. square and 2 
in. deep. Properly installed, it is re- 
cessed flush against the wall. 


e Ceiling fans, which cost only 1.5 
cents an hour to run, while air condi- 
tioning (also included) costs 18 cents. 

e Hot water heaters reset from 160 
degrees to 120 degrees. 

On a community scale, Fitch has es- 
tablished a recycling system, with 
back-door pick-up of bottles and cans. 
And homes in his newest community, 
which is heavily wooded, boast com- 
post bins. Garden plots are available in 
adjacent fields. М.С. 


Energy-saving house at Polks Landing 
sold last year in the high 30's. 
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Professional pretreatment can give your homes 
guaranteed protection against termites 


he plans don't call for multi-family. 


ubterranean termites aren't particular about 
rchitectural style or zoning restrictions. They'll 
ove in and share any home, without hesitation. 


UD Minimum Property Standards specify protection 
gainst termites in areas where they are determined 
р be a hazard. Proper application of Gold Crest* 
ermiticides by professional pest control operators 
an guard against termite invasion for as long as 

enty years. No need to worry about multi- 
рссирапсу by unwanted termite pests! 


bend the coupon for your copy of Velsicol Bulletin 
502-42, “Chlordane and Heptachlor for Termite 
Protection." You can build and sell better homes, 
brotected to last longer. 


Circle 59 on reader service 


Products of Velsicol . . . 
sensitive to the needs of man 


VELSICOL CHEMICAL CORP. 
Chicago, IL 60611 1 


Dept. NC 
Velsicol Chemical Corporation 
341 East Ohio Street, Chicago, IL 60611 


Please send me Bulletin No. 602-42, “Chlordane and 
Heptachlor for Termite Protection." 


NAME 
COMPANY 
ADDRESS 


CITY. 


Star billing still goes to the American dream house—a single-family dwelling on 
its own lot. 

But townhouse demand is growing. And it’s not all coming from either empty 
nesters or families that take second best because they can’t afford detached 
housing. 

The others: people who can easily swing single-family but prefer townhouse 
living. These discretionary buyers fit no common mold. To sell them, you must 
home in on specific market segments. Starting above, you'll see how five builders 
are doing just that. And on page 72, an expert pinpoints the characteristics and 
desires of six major segments. — NATALIE GERARDI and JUNE R. VOLLMAN 


IRVINE, CALIF. 


Townhouses that 

live like detached homes 
attract three 

kinds of buyers 


All three—empty nesters, move-downs 
and established families —can afford to 
be choosy with their housing. 

And while they're psychologically 
ready to live in attached units, they 
aren't about to settle for run-of-the-mill 
townhouse design. 

To these buyers Woodbridge Arbor- 
lake offers floor plans that come as close 
to single-family layouts as is possible in 
an attached-house framework (see over- 
leaf). 

The townhouses are designed by 
architect Corbin/Yamfuji and Partners 
of Newport Beach. They are built by the 
McClain Development Co. in the Village 
of Woodbridge, one of the Irvine Co.'s 
communities [H&H, Oct. '76]. All 48 
units in the first phase were pre-sold 
before models opened, and there's a 
waiting list for the final 36. 

Base prices range from $84,995 for a 
1,601-sq.-ft., two-bedroom plan to 
$116,000 for a 2,366-sq.-ft., three- 
bedroom plan. But buyers have paid as 
much as $139,000 to $181,400 for the 
identical plans when the units are on 
choice waterfront lots. It is important to 
remember, however, that Orange Coun- 
ty prices are highly inflated, and that 
similar units could be brought in else- 
where for at least 20% less than Arbor- 
lake's base prices. 


DAVID ROSS 
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TOWNHOUSES CONTINUED 


Sense of single-family living in 
Arborlake’s townhouses is stressed in two 
ways: the design of interior spaces and the han- 
dling of room relationships. Both are highly im- 
portant to move-down families, the project’s 
best market, says Ken Agid, vice president of 
marketing and sales for Irvine Pacific Develop- 
ment Co. 

Move-downs, families whose children have 
started to leave home, are prime targets for new 
and well-planned townhouses, Agid says. 

“That’s because they no longer need the 
large, single-family houses they bought in the 
1960s,” he says. "They want fewer bedrooms. 
But they also want interior excitement. And 
they can't find the combination in most single- 
family housing." 

For more about the needs of move-downs and 
other major groups of townhouse buyers, see 
page 72. 


Interior impact springs from dramatic entries, 
open spaces for entertaining and generous master 
suites. The big, tiled entry (facing page) and the 
living room (top right) are in the project's largest 
unit (2,366-sq.-ft. plan below), which piggybacks 
above the 1,601-sq.-ft. plan. Photo at lower right 
shows kitchen, dining room and family room in 
2,042-sq.-ft. plan 


LOWER LEVEL, 
2,042 SQFT BASE PRICE $104,860 
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DAVID ROSS 


LEVEL, 
2,366 $@.FT BASE PRICE $116,900 


SQFT BASE PRICE $84,995‏ لش 


WASHINGTON. D.C 


In-city houses pull young achievers 


There’s a growing band of young professionals 
whose enthusiasm for city living is not tempered 
by having to consider the needs of children 
They're the buyers of these piggybacked town- 
houses (diagram opposite) at Beekman Place 

The 216-unit condominium complex is in 
sight of Capitol Hill and in walking distance of 
the White House. It's also two blocks from an 
area that was devastated in the 1968 riots. 

In seven months 98 units have been sold. 
Most buyers come out of city apartments, but 
some are from such suburban towns as Gaithers- 
burg and Columbia, Md. and Fairfax, Va. Over 
half are between 25 and 35 years old; 78% are 
under 45. Most are well-paid professionals or 
government employees. And only one has a 
child 

Even after three increases, prices are compa- 
rable to those of suburban townhouses; they 
now range from $71,000 to $86,000, including 


closing costs of about $2,000. **Cash is more 
critical for these buyers than qualifying for a 
larger mortgage," says developer Lawrence 
Brandt. "They live well and spend all they 
earn." 

Brandt acquired the six-acre site, which had 
been on the market for 15 years, for only $1.2 
million, which helped hold down prices. Also, 
no new zoning was required because the site was 
zoned for mid- and high-rise apartments, so 
work could begin without delay 

The site did pose major construction prob- 
lems. Because it drops 80 ft. from north to 
south, 35,000 yards of earth were moved, with 
9,000 used as fill and 26,000 trucked away. Be- 
cause the lower part had been filled previously, 
aretaining wall had to be built and caissons sunk 
20ft. These were linked by 3-ft-deep reinforced 
grade beams. Says Brandt: ''We used enough 
steel to build a high-rise.” 


332-sq.-ft., 


1,628-sq.-ft., 


LOWER LEVEL UPPER LEVEL 


ington, D.C 
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Typical units include a 1, 
two-bedroom 
model priced at $71,000 (plan 
left and photo above) and a 
three-bedroom 
model priced at $82,500 (plan 
and photo right). All come 
with fireplaces, built-in book- 
cases and such finishing de- 
tails as parquet floors, crown 
moldings and chair rails. Inte- 
riors: Maria Drayer, Wash- 


Piggybacked units have an unusual feature 
each has a private entrance from the street side, 
instead of one being entered from the front and 
the other from the rear. Lower units have en 

tries on bedroom level so patios can be off liv 

ing room. Developer expected this to meet 
market resistance, so he priced lower units at 
$2,500 less than upper. They immediately out 
sold the upper units, so he narrowed the gap 


to $1,000. Now sales run at an equal pace 


PHOTOS: JON FRANCIS 


Bedroom location also made elaborate 
soundproofing between upper and lower units 
necessary. Quad-tee concrete floor with extra 
sound insulation added and dry wall installed 
on hat channels upped decibel rating by 10% 
АП units have separate metering. There are 
a gatehouse and community security system, 
but no recreational amenities. Architect and 
land planner: Bagley, Soulé & Lee, Washing- 


ton, D.C 


FAIRFIELD, OHIO | 


West Coast look draws the young and not-so-young 


The young: singles and couples buying their 
first The not-so-young: move-down 
families that no longer need single-family 


homes 


houses. 

What attracts two such disparate markets to 
the same project? Partly a prime location, a 
good choice of recreational facilities, and the 
reputation of the builder/developer, Towne 
Properties Inc. 

But, says Towne’s President Neil Bortz, the 
main appeal of Twin Lakes townhouses is their 
design—a change of pace from the area’s tradi- 
tional architecture. Inside and out, the town- 
houses have the West Coast look that is catching 
on with discerning buyers of all ages. 

The contemporary design, Bortz says, seems 
to be especially important to his move-downs 
because many of them are underbuying. (The 
average price at Twin Lakes is $50,000; the 
average income, $32,000) 
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*"They could have purchased larger, more ex- 
pensive units in a neighboring community that 
has a larger golf course and clubhouse,” Bortz 
says. **But those units are just sitting, while we 
can't build ours fast enough." 

Twin Lakes is not Towne's first success with 
West Coast design 
many apartment developers had difficulty break- 
ing even—the company introduced Cincin- 
nati-area renters to Harper's Point, the type of 
resort-themed community that is highly popular 
in California. It caught on so fast that before it 
was completed, it was generating 10% more 
income than Towne had projected for build-out 
[H&H, Sept. 75]. 

Some of Twin Lakes' first-time buyers are 
former Harper's Point tenants. So far, 75% of 
the sales have been to people who have either 
lived in older Towne projects or have been re- 
ferred by people who do. 


Two years ago—when 


SECOND LEVEL, 


o 5 ОРТ 
سے‎ 


FIRST LEVEL 


BASE PRICE $40,000 


Lower-priced models (plans at top) sell well to two types of young buyers: the unit 
at left, with mid-level living room and lower-level family room, to couples and single 
women; the unit at right, with two-level living room but no family room, to slightly 
older single men. The bottom plan appeals to high-income (average $55,000) couples. 


Its living and dining rooms are shown at right. 
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Contemporary design—by Cincinnati architect 
Steinkamp & Nordloh—attracted 65 buyers in the 
first nine months; hence the project is selling well 
ahead of projected completion date of June 1978 
Twin Lakes (partial site plan above) is part of 
Wildwood, a 360-acre rental/for-sale PUD being 


developed by Towne Properties. The townhouses 


for $35,000 to $60,000. Model interiors were 


»y Mrs. John Lovatt, the project’s sales 
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HOUSTON 


Variety plus surprise scores with singles 


The variety: seven different models, each avail- 
able in a number of elevations (photo below). 

The surprise: wide-open, contemporary inte- 
riors with such luxury features as vaulted ceil- 
ings, atriums, compartmented baths and entry 
courts (see photos at right). 

Section 2 prices at Westwood Village ranged 
from $42,900 for a 1 ,440-sq.-ft., two-bedroom 
unit to $58,900 for a 2,022-sq.-ft., three-bed- 
room unit. They went up $2,000 across the 
board in section 3, and again in section 4. Some 
60 have been sold since January. 

Section 2 buyers included 20 singles—evenly 
split between men and women—and only three 
married couples. This trend continued in sec- 
tions 3 and 4, However, traffic now includes an 
increasing number of empty nesters, although 
none has bought yet. 

Westwood Village is the first project of the 
Houston Development Group, which has a de- 


Model complex points up the variety in unit types 
(see plans at right). Shown (1. to r.) are: 1,771- 
sq.-ft., two-bedroom unit (plan 5); 1,861-sq.-ft.. 
two- or three-bedroom unit (plan not shown); 1,- 
483-sq.-ft., two-bedroom unit (plan 4), which is 
set back and almost hidden; | ,648-sq.-ft., two- or 
three-bedroom unit (plan not shown); 1,440-sq.- 
ft., two-bedroom unit (plan 2); and 1,354-sq.-ft., 


at the back of each unit. At 
build-out, the community will 
contain 300 units on 30 acres, 
about 2096 of which will remain 
as open space. Amenities in- 
clude four lighted tennis courts, 
a practice court and a mini- 
warehouse. There is also a lot 
where space can be rented for 
f boat or camper storage, not per- 
|. mitted in the carports. Architect: 
( Gerard E. Mancuso, Houston. 
Land planner: Vernon Henry & 
Assoc., Houston. 
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velopment arm, Harris Development Co., 
headed by Harris Lieberman, and a marketing 
arm, The First Marketing Group of Houston, 
headed by Jack Cliff. Lieberman and Cliff 
formed the company in 1974, in the depths of 
the housing slump, because they believed there 
was a market for townhouses that were smaller 
and lower-priced than the $75 ,000-апа-ир lux- 
игу models most builders were offering at that 
time. 

The first section, priced at $45.000 to $65.- 
000, opened in 1975. It sold slowly, and re- 
search, including interviews with hundreds of 
possible buyers, showed that prices were too 
high and plans too family-oriented. 

So plans were completely redesigned for sec- 
tion 2. The sales pace shows that these are right 
on target, but Lieberman isn't taking any 
chances: He builds in small increments so that 
he can continually fine-tune the mix. 


2,022 FT 
002529 


Interior surprise is due in large part 
to the use of volume ceilings. Ex- 
amples: a two-story entry and stair- 
way (above) from plan 4 and a liv- 
ing/dining area with an atrium 
(above, right) from plan 5. Even the 
lowest-priced model (plan 2, left) is 
open and contemporary. 

Plan 3 (left), the highest-priced, is 
the only plan without a furnished 
model, but it still sells well. Prices 
shown are for section 4. Interiors: 
Linda Scott, Houston. 
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‘Flash value’ turns on a wide range of buyers - 


“In the upper price market, merchandising is 
the name of the game," says Phil Sheridan, 
marketing vice pr 

developer of Saratoga. *‘That’s why we 

the flash value." 

Sheridan is talking about such high-impact 
features as a sunken living room (photo below), 
amaster bedroom with both sitting and dressing 
room, entry foyers with parquet flooring, eat-in 
kitchens with no-wax flooring and ba 
fenced with cedar 

The sales impact carries into the ba: 
Several models come with masonry fireplaces 
in the basements—a reminder that these were 
designed to be made into dens and playrooms 
And in the second section a basement is shown 
as a mother-in-law's apartment. This is avail 
able as an option for about $3,500, but plumb- 
ing and wiring have been roughed in on all units 
at no extra cost to buyers 


ards 


ment. 


Opening prices at Saratoga ranged from $58,- 
250 for a 1,560-sq.-ft. unit without a walk-out 
basement to $64,450 for a 1,610-sq.-ft. end unit 
with walk-out. The end unit looks and lives like 
a detached home (photo right and top plan 
below ) 

In two months the company sold 28 of the 
first 35 units and began to take reservations on 
the second section. This despite competition 
from 13 similarly priced nearby projects and 
increases totaling $4,000 on so units 

Buyers are mainly younger military and gov- 
ernment employees. Nearly half have family in- 
comes over $30,000— which means they are 
115 


“<a 
25% 


overqualified. Some 64% are married, 
widowed or divorced and a surprising 
single. About half have children. Only 29% pre- 
viously owned their own homes, and these were 
evenly divided between move-ups and move 


downs 


RECR 


Model complex includes (/ 
to r.) 1,610-sq.-ft. end unit 
priced at $68,450 (see top 
plan below); 1,560-sq.-ft 
unit priced at $63,950; 1,- 
560-sq.-ft. unit also priced at 
$63,950; and three 1,490- 
sq.-ft. units priced at $62,- 
450 (see bottom plan below) 
All have three bedrooms and 
two-and-a-half baths. Units 
without walk-out basements 
age $4,000 less 

Some 650 single-family 
homes have already been 
sold at Saratoga. It will even- 
tually contain 1,300 units 
700 single-family and the 
rest fee-simple townhouses 
Architect Patterson and 
Worland, Washington, D.C 


Model interiors were dec- 
orated by three interior de- 
signers. The living room at 
left (bottom plan) is by The 
Childs/Dreyfus roup of 
Chicago; the dining room 
above (top plan) is by S. D 


Jeffery Assoc. of Washing- 


ton. A third model was dec- 
orated by Carol Bugg of 
Washington. Shoppers were 
asked to vote for their favor- 
ites—an effective ice- 
breaker 


и, 
КИЛИ = 


and why 


As the preceding stories make clear, the 
townhouse market is no longer con- 
fined to empty-nesters and families that 
settle for attached housing because they 
can’t afford single-family. A lot of dis- 
cretionary buyers—from singles to es- 
tablished families with children—sim- 
ply prefer the townhouse style of liv- 
ing. 

This trend was spotted in southern 
California several years ago by Ken 
Agid, vice president of marketing and 
sales for Irvine Pacific Development 
Co. Admittedly, the fast-selling south- 
ern California market is far from typi- 
cal. But because it often signals what 
will happen in other areas a few years 
hence—and because Irvine is the big- 
gest developer in Orange County— 
HOUSE & HOME asked Agid what Irvine 
has learned about selling townhouses to 
these discretionary buyers. Here’s his 
answer: 

No matter what sub-market you're 
after, the key to sales is to make your 
townhouses as much like single-family 
as possible. 

“Many townhouse builders go 
wrong by thinking they have to come 
in at 20% under single-family prices,” 
Agid says. 

The result: apartment-like housing 
that's exactly what these buyers don't 
want. "So," Арій explains, ''they 
simply turn their backs and walk 
away." 

Don't think cheaper, he advises. 
Think of higher quality, more compact 
units at the same prices as single-fam- 
ily. 

**We've been most successful," he 
says, “‘when we give each townhouse 
its own front walk, front door, garage 
and private yard—and also when we 
plan the house for room-to-room pri- 
vacy." 

The table at right lists key features 
that, according to Agid, attract six 
major segments of the discretionary 
townhouse market. The accompanying 
floor plans are from townhouses that 
have been successful with each of those 
sub-markets. The first three were of- 
fered by Broadmoor Homes at Deer- 
field, an Irvine Co. Pup [H&H, Sept. 
75]. The other five are being sold at 
Arborlake (see pages 60 to 63). 
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Markets 


Comments 


What they want 


What they buy 


Young families 
Young couples 


These are not always low-end 
buyers, as commonly thought. 
Reason: The household 

often has two wage earners. 
They're tired of 

apartment living, won't 
accept sterile townhouse 
design and want 

units that give a 
sense of individuality. 


(3 Individual entrance 

O Entry impact 

O Private garage 

O Private courtyard or patio 

O Separate dining room 
Family room 

1 Efficient kitchen 


UPPER LEVEL 


JL 
LOWER LEVEL 


YOUNG FAMILIES/ YOUNG COUPLES 


Young singles 


This growing market include 
unmarried couples. Like 
young families with or 
without children, these buyer 
want no more apartment 
living. Unlike young familie 
they usually buy for 
investment. They choose the 
kind of units that 

attract young families 
because they fear they may 
not be able to 

re-sell to other singles. 


] Individual entrance 
Entry impact 
Private garage 
Private courtyard or patio 
] Combination living/dining 
room 

Efficient kitchen 


ооо 


LOWER LEVEL, 
YOUNG SINGLES 


Young divorced people | Active empty nesters 


Like young singles, these 
prospects often buy for 
investment. They feel 
they will eventually remarry 
and thus need larger 
quarters. Divorced men often 
turn their units into 
"swinging pads’’; divorced 
women usually set up 
compact, family-type homes. 
But both buy the same 

kind of space. 


These families have at least 
two children still at home. 
But since one child 

may be a mature teenager 
who needs privacy, 

these buyers appreciate 

a room away from other 
bedrooms. It can be 

the teenager's quarters or 
can be converted to a 

home office or adult retreat. 


This is a long-standing 
townhouse market. In 
contrast with older retirees 
who feel more secure and 
less lonely in an 
apartment-like environment, 
active empty nesters 

want to maintain their 
individuality. They 
entertain a lot, and 

receive frequent 

visits from their children. 
So they need at least 

two bedrooms. 


Here's another strong 
townhouse market. Prospects 
are easy to qualify 

because they usually have 

à lot of equity in their 

present homes. They 

are moving down because their 
older children no longer 

live with them. 

But while they need 

fewer bedrooms, they want to 
maintain—and even 

improve on—their present 
standard of living. 


Individual entrance 7) Formal entry 
O Large formal space for 
entertaining 

O Ample informal eating area 

O Spacious master suite 

O Maximum separation 
between master suite 
and other bedrooms 

1 Private garage 


O Formal plan 
Entry impact 
O Large living room 
O Large dining room 
O Ample informal eating area 
O Master suite with punch 
O Privacy between master suite 
and other bedroom(s) 
Û Den or other extra 
room to be used as an 
adult retreat 
Private garage 


Entry impact 

Large living room 

Large dining room 

O Family room/kitchen 
combination 

O Luxurious master suite 


O Private garage 

] Private patio or courtyard 
J Living/dining combination 
] Efficient kitchen 

C] Family room 

Г] Isolated master suite 
(especially if 

children live with them) 


anc 


r1 


Maximum separation 
of master suite 
from other bedrooms 


(] Private garage 


UPPER 
LEVEL 


UPPER LEVEL, 


ACTIVE EMPTY NESTERS 


LOWER LEVEL, 
O 5 тт 
| 


YOUNG DIVORCED 
PEOPLE 
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Spence was а ten-nousc-a- ye« ec. 
builder. 

And his market—Terre Haute, 
Ind.—is a small city (metropolitan pop- 
ulation: 170,900) that was a stranger to 
anything new in housing. 

Now Spence is developing a 65-acre 
puD—Terre Haute's first—with 350 
units and a mixture of four housing 
types. 

Since sales opened last Junézhe has 
sold Orgented 60% ofthe project's first 
phase—an impressive figure for a mar- 
Ket that bas been static for more than 
three years and for buyers who were 
completely unfamiliar With the PUD 
concept. 

And he expects his first year's sales 
to hit $2.1 million—four times as much 
as his volume in any previous year. 

How did Spence make the transition 
from small custom builder to developer 
of a sizeable PUD? 


_ He bought land 


that nobody else wanted 


- The 65-acre site is on the city's desir- 


able south side, but it had lain vacant 
for 30 years. Most Terre Haute builders 
are low-volume operators who could 
not afford to buy and develop the entire 
tract. And the site had a bad name: It 
had been a World War Il ammo dump. 
"'Some builders still thought there were 
bombs on the property," Spence ex- 
plains. 

But Spence risked the higher costs 
and the image problem because he saw 


j considerable potential. Specifically: 


* Good location—in a neighborhood 
of single-family homes of $60,000 and 


29 up, with expressways and commercial 


development nearby. 

e Easy access to utilities. 

* A history of successful develop- 
ment in the immediate area. Spence had 


Four housing types are 
included in the land plan for 
the 65-acre, 350-unit PUD. 

The 20-acre first phase has 

18 zero-lot-line houses at a 
density of five per acre, 

40 apartment units and 

15 single-family homes on 
half-acre lots, plus a $120,000 
recreational center. The 21-acre 
second phase adds 58 fee- 
simple townhouses, 20 zero- 
lot-line homes and 56 apartment 
units. Not shown on the 

site plan is a 24-acre third 
phase, which will contain 

all four housing products. Land 
planners: Faharinger, McCarty 
& Grey, Pittsburgh. 


built and sold houses a quarter-mile 
way. 

The builder bought the site in 1974 
lor $143,000. He had only $40,000 of 
his Own money going in, but he per- 
uaded the former landowner to take 
pack a mortgage on 45 acres of the 
property (all but his first phase) to get 
he entire tract. 

““1 could have joint-ventured it,” he 
ays, ‘Ыш this way, I control all the 
and and can develop it at at any pace 
choose.” 


e researched the market . . . 

ind came up with a surprise! 
n 1975 Spence paid $15,000 to the 
ousing Guidance Council of Wash- 
ngton, D.C., a marketing consultant 
rm, to survey Terre Haute's housing 
eeds. 

"We wanted to do something dif- 
erent with the property," he points 
ut, “Ыш we didn't know which way 
o go. 

The researchers' findings were sur- 
prising: 

* Demand for Terre Haute’s two 
principal types of housing—the small 
Apartment and the big house on the big 
ot—had been sluggish for three years 
and showed scant prospect of growth. 

* But there was substantial demand 
or smaller homes at moderate prices 
Empty nesters and young marrieds 

anted to own a home without the 
problem of maintaining a big house 
But the houses they wanted were not 
eing built. 

e There was also an untapped market 
f young, affluent marrieds and singles 
looking for higher-grade apartments 
and not finding them. 

“Ме felt we could get these new 
buyers with under-$50,000 for-sale 
homes and upgraded rentals," says 


Spence. *‘And to get the most return 
from the land, we decided to mix the 
products together on the site.” 


He put together a housing mix 

that Terre Haute had never seen 

The 350-unit pup that Spence is build- 
ing—the Garden Quarter—will contain 
four types of housing: 

è Zero-lotline patio homes on 
55'x135' lots. 

e Garden apartment flats in eight- 
unit, two-story buildings. 

e Townhouses, three to six in a 
building. 

e Single-family houses on half-acre 
lots 

The project's 20-acre first phase, 
which opened last June, has 18 zero- 
lot-line houses, 40 apartment units, 15 
lots for the big single-family houses 
and а 5%-асте recreational facility. 

In the 21-acre second phase, which 
begins construction this month, Spence 
is adding 58 townhouses, 20 zero-lot- 
line houses and 56 apartment units. 

And the 24-acre third phase, to be 
built over four years, will contain 20 
patio houses, 50 townhouses, 40 apart- 
ments and 33 big single-family houses. 

"Everything will be sold fee- 
simple," says Spence. He owns both 
the apartment buildings (about 25% of 
rents goes for maintenance) and the rec- 
reational facility (pool and tennis mem- 
berships are voluntary). 

First-phase sales have been brisk 
despite the prospects’ unfamiliarity 
with the PUD concept and zero-lot-line 
siting 

"We opened with only five patio 
houses and the recreational facility,” 
Spence says. ''The units were sold 
within three weeks—all to empty nest- 
ers who could have bought anything 
they wanted.” 


Spence has sold 14 zero-lot-line 
homes, priced from $45,000 to $49,- 
000 and ranging from 1,200 to 1,600 
sq. ft. Buyers have been empty nesters 
and young marrieds. 

""The older people wanted the extra 
bedrooms for their children's visits and 
liked the smaller lot size," he notes. 
“Апа the young couples liked the low 
price and easy maintenance." 

The apartments have moved almost 
as fast; 32 of the 40 units built are 
occupied. 

“Ме have the highest rent scale in 
Terre Haute,’’ Spence notes, ‘Ыш we 
are also offering the biggest and best- 
designed units.” They range from 750 
to 1,160 sq. ft. and rent from $225 to 
$325 a month. 

Four of the big single-family homes 
have been sold. They are almost cus- 
tom-built, with a wide range of plans, 
amenities and options. They sell from 
$60,000 up and are sized up to 2,500 
sq. ft. 


He goes the prefab route 

for better job control 

Spence buys a framing package of wall 
panels, roof trusses and precut building 
materials from the Pease Co. in Hamil- 
ton, Ohio. 

This lets him keep his crews small, 
schedule his production more easily and 
predict and control costs. And by using 
Pease's architects, Spence can include his 
design fees in the materials contract. 

Besides trusses and panels, each Pease 
package includes precut floor joists, sub- 
flooring and roof sheathing, asphalt roof 
shingles, insulated exterior doors and 
double-glazed windows 

The average cost per package: 

e $11,000 for a zero-lot-line home 
selling from $45,000 to $49,000 


TO NEXT PAGE 
Builder Spence got 
merchandising help from his 
wife, Nancy, an interior 
designer, who decorated his new 


models. Spence, 36, grew up 
in an Ohio farm community 
and moved to Terre Haute in 
1974. He first sold homes for 

à local builder, then formed his 
own company in 1971. Before 
developing the Garden Quarter 
Spence custom-built about 

ten single-family homes 

а year, mostly on a spot-lot 


| basis. In 1975, his 


sales volume was $500,000. 
He expects the first 
year's volume from his PUD 
to top $2.1 million. 


Three zero-lot-line models (photos above, plans below) 
make their strongest appeal to empty nesters and young 
move-ups. Architect Lon Purcell capitalized on available 


space by holding hall areas to a minimum and using 
vaulted ceilings in living and family rooms. 


1400 $9.FT - $47,000 


BREAKTHROUGH CONTINUED 


e $18,000 for a $60,000-and-up 
single-family house. 

e $5,000 for an apartment unit rent- 
ing from $225 to $325 a month. 

e $10,000 for a townhouse that will 
sell from $37,000 to $45,000. 

Spence has spent $1.5 million to 
build his first-phase units. The patio 
houses came in at a construction cost 
of $30 a sq. ft., the single-families at 
$25 to $27 and the rental units at $22. 

All told, the builder has had to bor- 
row almost $3 million to finance the 
first phase. This includes $30,000 for 
up-front money, $250,000 for site de- 
velopment, $1 million for building the 
for-sale units and $700,000 for con- 
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structing the apartments and sustaining 
them for 25 years. 

All financing came from seven local 
banks and savings and loans. 

"We had a Cincinnati mortgage 


company standing by because we 
didn't think we'd get any local 
money," Spence says. "We never 
needed them." 

And he solved those little 

problems that always crop up 


Did it all go smoothly? 

No, says Spence; of course not 
There were problems. 

The big houses moved slowly at 
first; only one was sold in the first ten 


months after sales opened 

And the Area Planning Departmen 
(zoning board) was highly skeptical 
about Spence's building for-sale homes 
and apartment in close proximity. 

"But the research study gave our 
proposal a lot of validity,'' he explains, 
**and eventually we had no difficulty in 
getting density, lot-line and setback 
variances.” 

Spence is confident about the future. 

“Seventy-five per cent of our first- 
phase buyers and renters are from Terre 
Haute,” he says, ''and that's unusual 
for a new subdivision here. It’s also a 
good sign for our future phases." 

—JoEL G. CAHN 
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Typical side patio in 
zero-lot-line homes (above 
right) measures 20' x 30' 
and is fenced for privacy. 


1-BEDROOM APARTMENT 
USO $QPT.-€9 275 PER MONTH 


Apartments (plans, right) 
are segregated by size in 
eight-unit buildings. 
Building shown below 
contains only two-bedroom 
flats. Other buildings 

have either one- or three- 
bedroom units. 


|| 960 а@.тт 


$295 PER MONTH 
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The barn is a bank. The house is an 
office building. And it’s one of those 
everybody -wins situations 

The Nashua Federal Saving oan 
Assn. gained a modern branch in a 
superb location, plus the kind of com- 
munity good will that is beyond price 

And the people of Nashua, N.H 
gained security for a historic house, 
plus a new landmark in a handsome 
barn and silo 

The house, built around 1735, is on 
a busy road about five miles northwest 
of the bank’s main office, in the path 
of the city's growth. ‘That location 
and the beautiful old brick house have 
intrigued me for 15 years," says S&L 


President Charles Rutter. *'So when ac- 
tivity in that area started to pick up, we 
decided to go after them." 

The bank acquired the house and its 
two-acre site for $135,000. Then it in- 
vited several design firms to suggest 
ways of turning house into bank. One, 
Royal/Longstreet of Topsfield, Mas: 
which specializes in bank design (and 
has its own construction crews), pro- 
posed to add a shed roof that would turn 
part of the house into a sort of green- 
house. The bank liked the idea, but it 
didn't allow room for expansion. So 
Royal/Longstreet then suggested add- 
ing a barn 


TO PAGE 8 


Authentic-looking barn 
houses bank and house 


contains offices. The two are 
linked by a carriage shed 
(photo left), Main entry of 
the bank and drive-up 
windows are seen clearly in 
the photo below. The silo 
(below left) is entered from 
the barn 
buil Royal/Longstreet, 
Topsfield, Mass 

The site has been 
developed as a park, with 
grass, trees, brick plazas and 
walkways. Landscape 
architect: Don Curran, 
Topsfield, Mass 

Typical of the spirit the 
project aroused: The 
weathervane is a family 
memento donated by Jason 
T. Bickford, chairman of the 
board of the bank 


PHOTOS: CHARLES L. NORTON 
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Interior views include the 
main entry and banking floor 
(above), the ground-floor silo 
conference room (above 
right) and the manager's 
office and new-accounts area 
3 (below right). All are 
' indicated on the building 
plan (left), which includes 
ground-level floor plan 
Note the round 
k-writing desks, which 
were chosen to echo the silo. 
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Today, the banking is done in the 
The original house has been 
turned into offices for future expansion 


barn 


In the meantime, these offices produce 
rent 

The banking facilities are 
barn’s ground floor with a man 
and a vault 
s service corporation, 


on the 


office, a loun 
houses the b 
and the silo contains two conference 
rooms. A carriage house connects barn 
to house, and at the rear of the barn an 
open shed contains drive-up teller sta- 
tions 

The entire 6,500-sq.-ft. addition is 
of heavy post-and-beam construction, 
and no expense has been spared: Barn- 
board siding was used on the whole 
building, and the interior, with its ca 
thedral 
clear 

Brick paths surrounding the bank 


iling effect, was paneled in 


cedar 


were carried inside to become a brick 
floor. And the roof alone cost $25,000; 
ıt 15 Copper 

The old 
The exterior brick was washed 


house was structurally 


sound 


and repointed, the old windows were 


replaced with double-glazed panes, the 
wainscoting was sanded and restored, 
and other 
done 


interior restoration was 


—N.G 


What did it all cost? 


About $587,500. 

The old house and the two-acre site came 
to $135,000. And the Royal/Longstreet bill for 
design and construction came to $412,481, 
which breaks down as follows: 
Site work (including parking areas, 

plantings, walkways, fencing, 

granite curbs, etc.) 
Renovation of old house 
Construction of barn, silo, carriage 
house, etc. (including bank counter, 
check-writing desks, etc.) 280,312 


$60,000 
72,169 


Bank equipment, including vault door, 
under-counter steel fittings, safe deposit 
boxes, drive-up windows, etc., came to an 
additional $40,000. 

A half-million dollars may seem a little 
steep for a bank branch. Bank President 
Charles Rutter agrees, but he says it was 
worth it. 

“We think the future of the city is in that 
direction, and so we felt we should go ahead 
and do something very nice out there,” he 
says. “And besides, we got a landmark. . . ." 


In California (where else?) . . . 


Howa. 
custom builder 
makes 


TAMILY 
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Harold W. Smith and son Randy 


The Harold W. Smith Co. of Walnut 
Creek set a record last year: 71 houses 
built on spec or contract for volume of 
S9 million. And with 41 more houses 
under construction in January, 1977 
looks even better 

But this is no Johnny-come-lately 
company cashing in on the California 
housing boom. Harold Smith has been 
custom building in the San Francisco 
area's affluent Contra Costa County 
since the 1930s. Son Randy joined in 
15 years ago, and a second son is about 
to close out a Wall Street career and 
sign up too 

The Smith success story has these 
chapters 

e Smart land buying 

e Versatile design 

e Practical cost control 

e Low-key merchandising 

Roughly half the company's houses 
are built to order. The rest are spec 
houses, built from a dozen plans and 
sold before interior finishes are applied 
Customers are well heeled, knowl- 
edgeable about houses (most have 
owned four or five) and less interested 
in raw space than in quality and ameni- 
ties 

With that market in mind, here's 
how the Smiths see their business: 


Land: 'Keeping a supply of lots is 

a chronic problem in our price range' 
The company builds mostly on its own 
sites, and its house-and-lot packages 
sell for an average $130,000 


L-plan contemporary 
fits a tight corner lot 


This 2,329-sq.-ft. house 
has a rear garage that's 
entered from a side street 
Valued at about $138,000 
in today's hot California 
market, it includes these 
luxury touches: a vaulted 
family-room ceiling, two 
fireplaces, a bar between 
the eating nook and family 
room, ceramic tile with 
oak surround in the foyer 
and extra-wide (9') 


garage doors 


"*Finding land at the right price isn't 
enough," Randy Smith explains. *‘Our 
lots must be in expensive neighbor- 
hoods and must reflect the value of the 
houses we put on them." So the Smiths 
not only buy choice lots but seek land 
parcels where they can create prestig- 
ious environments 

Case in point: 187 acres that the 
Smiths developed into a 240-lot PUD 
Lots are laid out around wooded com- 
mon areas. The lots range from one- 
third of an acre to more than an acre 
and are priced from $30,000 to $60,- 
000. Last year the PUD, now two-thirds 
finished, accounted for 75% of the 
company's building 

Smith's other current subdivisions 

e |4 half-acre lots in a former walnut 
orchard 

e 36 lots bought from a big produc- 
tion-house builder 


Design: 'A good in-house designer 
is the key to customer satisfaction' 
Smith's designs range from Tudor to 
contemporary. They're by Mike Davis, 
a self-taught architect who joined the 
company as a student 16 years ago 

"Mike is something of a psychol- 
ogist as well as a designer," 
Randy Smith. ‘Не can find out exactly 
what customers want and then get them 
to accept practical compromises and 
substitutes." 

Prospects often show up with illus- 
trations of they 
shelter-magazine pictures to architects" 


says 


what want—from 


drawings. Davis sketches a plan, then 
gets a cost figure from the company es- 
timator 

**That first shot is usually far beyond 
what the 
"But we present it with suggested 
changes that will bring it within bud- 


prospect can pay," he says 


get.” 

Davis always confers with customers 
in a model home, where he and his as- 
sistant use one bedroom for an office 
“It helps them visualize things," he 
And to illustrate complex ideas, 
he shows customers the homes of pre 
vious Smith buyers 


says 


Costs: ‘The custom business 
calls for special controls’ 


take lower 
profits than production builders. The 
Smith company 
mates profit and overhead at 10% 

To protect that margin, the company 
takes these steps 

e It requires a $750 deposit from a 
customer before designer Davis de 
If the deal falls 


through the deposit is refunded—but 


Custom builders usually 


for example, esti- 


velops a final plan 


with Davis's costs to that point de- 
ducted. (Design costs ultimately reach 
an average of $1,000 and are billed to 
the customer.) 

e It puts a 15-day limit on job-cost 
estimates. If construction hasn't begun 
by that time, à 
prepared. Says Randy Smith: **Costs 
now increase so rapidly that 15 days is 


new estimate 1s 


all we can risk.” 


e It limits working drawings to five 
sheets, including a plot plan, instead of 
the usual 12. Davis explains: "When 
subs see a 12-sheet set, they get ner- 
vous and automatically add 10% for 
contingency.” 

e And it discourages the customer 
from causing costly construction 
delays, first selling him the lot and then 
building the house on contract. That 
way, the customer takes out the con- 
struction loan, so he has a financial in- 
centive for doing nothing to slow the 
job. And delay will lengthen his inter- 
est payments 


Merchandising: ‘Showmanship 
is not the name of our game’ 


Unlike production 
builders, the Smiths see no need for 


California’s big 


splashy advertising and elaborate mer 
They run no display ads, 
And they 
have only one partly furnished model 
in each of their larger subdivisions 
People learn about Smith’s lots and 
houses through classified ads and from 


chandising 


print no glossy brochures 


real estate brokers, who send the com 
pany most of its customers 

For the most part the Smiths ride on 
their local reputation and their contacts 
with customers 

*"This is a personal business,’ says 
Randy Smith. ‘Ме delegate a lot of 
decisions. But sooner or later a delicate 
buyer problem arises. And when it 
does, someone named Smith has to say 


‘yes’ or ‘no.’ 


For three more custom houses turn the page ®> 


CUSTOM BUILDER CONTINUED French provincial spec house duplicates earlier custom home 


The original stirred up so 
much buyer interest that 
this slightly larger version 
was built for sale. Valued 
today at about $145,000, 

it has a 2.428-sq.-ft 

living area plus garage 
storage. Changes from the 
original include a fifth 
bedroom beind the garage. 
Other features: a skylight 
over the bedroom wing's 
two baths, a custom-built 
range hood over the cooking 
island, 9' ceilings in 

the dining and living rooms, 
a hipped, coffered ceiling 

in the big (21'x16’) 

family room. 


5 ОРТ 


Traditional looking home shows styling best liked by Smith’s market 
тл Eu EE nwy =н "" About 40% of our buyers 


prefer this kind of design,’ 
says architect Mike Davis 
The 2,236-sq.-ft. house, 


LIVING 
built for a couple 

with one teenage daughter, 
would now bring roughly 


ot 


$125,000 with land. Among 
its features: extra storage 

in the garage, an outside 
bathroom entrance, a 
skylight in the second bath, 
compartmenting of the tub 
and shower stall so that 
each is accessible from 

both baths 


Two-story contemporary picks up ideas from a magazine plan 


A couple brought the plan to kitchen, compartmented 
architect Davis, who then upper-floor bath and three-car 


em 


modified it. Note the isolated garage. The 2,402-sq.-ft 
master suite, 20' eat-in house is valued at $140,000 


BR 
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Seventeen winners have been announced in the 
19 1977 Homes for Better Living Awards program, 
j j which is sponsored by the American Institute of 
Architects in cooperation with HOUSE & HOME. 
First Honor Awards were presented for primary 
and vacation custom homes, a rehabilitation, a 
merchant-built development and a condominium 


CUSTOM-HOUSE WINNERS 


EZRA STOLLER 
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T rct 
9. Remodeling 


EDMUND H. STOECKILEIN 


BERNARD POINSOTT 
ROBERT | AUTMAN 


8. Vacation Home . Primary Home 


THE JURIES 


Custom-house jury, from left 
Ella Hall, architectural student; 
Mildred Schmertz, senior editor, 
Architectural Record: Kirby 
Fitzpatrick, ala; Louis Rossetti, 
FAIA; and Hobart Betts, 

AIA, jury chairman 
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partment project. 

Awards of Merit in the custom-house category 
ent for remodelings as well as primary and vaca- 
on homes; in the multifamily and merchant-built 
lategory for a renovation, a condo-apartment proj- 
t and townhouse projects. 

This was the 22nd consecutive year for the HFBL 


` HONOR AWARDS 


Mt. Kisco, М.Ү.; Architect: Richard 
feier and Associates; Builder: Walmara 
onstruction Co 


|. Northwestern Connecticut; 
rchitect: Bohlin and Powell; Builder 
Isen Brothers 


IUA FREIWALD 


WARDS OF MERIT 


. Houston, Tex.; Architect: Robert 
Griffin, William R. Jenkins; 
uilder: Willard & Associates 


. Brooklyn, N.Y.; Architect 
enjamin Baxt; Builder: N/A 


. Upstate N. Y.; Architect 
inhorn-Yaffee Associates P.C.; 
Builder: VanWoert & Sons Inc 


. Guilford, Conn.; Architect: Jeffer 
оп B. Riley; Builder: Essex Builders 


JOSHUA FREIWALD 


. Minneapolis, Minn.; Architect 12. Single-family 


Parker Klein Associates; Builder 
lenning Nelson Construction Co 


. Marin County, Calif.; Architect 
"han Rader and Associates; 
Builder: Edward W. Burgar Inc 


D. Chevy Chase, Md.; Architect: Hugh 
Jewell Jacobsen, FAIA; Builder: N/A 
0. Washington, Conn.; Architect 
Stern & Hagmann; 


—-_ 
uilder: William L. Hirsch, Inc 14. Townhouses 


Multifamily and merchant- 

built jury, from left 

William Caldwell, builder; 

Tan Mackinlay, FAIA, jury chairman; 
June R. Vollman, associate editor, 
HOUSE & HOME; Richard J. Bertman, 
Ala, and Gerald Li, AIA 


2 
р 
& 
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17. Townhouses 


AND MERCHANT-BUIL 


program, which is the oldest and largest design 
competition devoted solely to housing. The juries 
spent two days judging 161 custom-house and 130 
multifamily and merchant-built entries at AIA 
headquarters. 

More details on the 17 winners will be published 
in future issues of HOUSE & HOME. —J.R.V. 


WINNERS 


FIRST HONOR AWARDS 


11. South San Francisco; Architect 
Natkin & Weber; Builder: Grubb & Ellis 
Development Corp 


12. Foster City, Calif.; 
Architect: Fisher-Friedman Associates; 


Builder: Vintage Properties 
Development Corp 


13. Boston; Architect: John Sharratt 
Associates Inc.; Builder: Peabody 
Construction Co 


AWARDS OF MERIT 


14. Carmel Valley, Calif.; 
Architect: Hall Goodhue & Haisley; 
Developer: Burchfiel Meadows Inc 


15. San Francisco; Architect: Bull 
Field Volkmann Stockwell; Builder 
Cahill Construction Co 


16. Boston; Architect: James McNeely; 
Builder: Phoenix House Partners 


17. Salt Lake City; Architect 
Fisher-Friedman Associates; 
Builder: The Boyer Co 


WILLIAM W. OWENS JR 
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Component bath system 
saves time and labor 


The *‘Time Control Bath System™’ (TCBS), con- 


sisting of the molded Fiberglas reinforced 
tub/shower and vanity opposite, is easily in- 
stalled after roughed-in plumbing and interior 
finishes are completed. This surface-mounting 
technique allows labor-scheduling flexibility 
and greatly reduces the risk of damaging fix- 
tures during earlier stages of construction 

The 5-ft.-long vanity is aseamless, one-piece 
with built-in The 
tub/shower is comprised of six pieces, including 
a 5 ft. tub which can be left- or right-hand 
plumbed and has a center-drain bathing well, a 
wrap-around back panel, two end walls, a dome 
top and a front apron closure panel 

The system can be easily installed by one 
laborer. Tub/shower installation is illustrated 
above. First, metal tub supports are set over 
drywall, leveled and fastened in place (A). Tub 


unit several accessories. 


body is then slipped into position on the support 
(B). Next the rear wall is fitted into the tub by 
means of a T&G joint and securely fastened (C). 
Then side walls (one pre-plumbed with valve, 
shower riser and head) are positioned (D). 
Dome top is slid into the molded groove in the 
top of the walls and fastened into place (E). 
Installation of tub base apron and side wall clo- 
sure complete the procedure (F). 

Screw-out horizontal compression supports 
(left bottom) are used to anchor each component 
to the room walls and specially engineered 
latches (left top) securely fasten components to- 
gether. 

Tub/shower and vanity both have textured 
grout-free finishes that can be cleaned with mild 
non-abrasive detergents. Owens/Corning Fi- 
berglas, Toledo, OH. Circle 275 on reader 


service card 
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Wall-mount shower head, 
"Elite" (left), offers a full 
range of spray adjustments 
from needle to pulsating mas- 
sage. Black-and-chrome unit 
is self cleaning. Ondine, El 
Monte, CA. Circle 202 on 
reader service card 


Electric-eye sink control 
(below) starts water flow when 
hands interrupt the beam and 
stops it when hands are re- 
moved. Easy-to-install unit 
operates on 12v DC. Qualco, 
Los Altos, CA. Circle 203 on 


reader service card 


Indoor whirlpool bath, ''Athena" (above), is 72" long, 56" 
wide and 23" deep. An adjustable whirlpool inlet is recessed 
into each corner of the easy-to-install, fully plumbed fiber glass 
tub. Jacuzzi. Walnut Creek, CA. Circle 205 on reader service 


card 


*Watersaver"' toilet (right) yr 
flushes with 30% less water 
than conventional models 
Vitreous china tank and bowl 
come in white, blue, gold and 
avocado. Mansfield Sanitary. 
Perrysville, OH. Circle 206 


on reader service card 


Traditional-style vanity 
(below) is now available in a 
light finish. Unit with recessed 
panel design has solid oak 
frames, doors and drawer 
fronts. Boise Cascade, Berry- 
ville, VA. Circle 207 on 


reader service card 


ЖЕ 
“Shower Shield" (above), waterproof sheet material for 
shower stalls, tub surrounds and bathroom walls, installs 
quickly without special tools. Lightweight, '5."-thick wall- 


covering has white stain-resistant finish. Consolidated, Canal 
Fulton, OH. Circle 204 on reader service card 
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Oak" 
features oven-cured, 
intenance finish. Unit 
has solid oak frame, self-clos 
I silent-glide 
Excel, Lakewood, 


208 on reader ser 


**Charter vanity 


(above) 


low-m 


g h and 


ges 
drawers 
NJ 


Circle 


ard 


**Water-Guard"' toilet (left) 
has redesigned bowl that ac 
celerates water action. Model, 


which flushes with only 3% 


gals. of water, comes in sev 
eral colors. Kohler, Kohler, 
WI. Circle 209 on reader ser 


j 
vice card 


Fiberglas shower stall (above) features textured slip- and 
scratch-resistant surface. Unit is available in white or bone; 
color panel above molded-in soap dish comes in choice of seven 
colors to complement any color scheme. Luxury-size unit 
shown is 48” wide. Owens-Corning Fiberglas, Toledo, OH 


rd 
e cara 


Circle 210 on reader servic 


Lavatory with contemporary 
styling (right) is for luxury 
baths. Unit is constructed of 
carved marble and highly pol 
ished stainless steel. Sherle 
Wagner, New York City 


Circle 211 on reader service 


card 


if | 
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Heavy-duty hand shower 
(above) is a bar-mounted unit 
for apartment and institutional 


installations 


Ceiling fan (above) is now of 
with low-maintenance 
Quiet-operating, 
unit can be 
papered or painted to match 
Miami-Carey, Mon 


fered 
plastic grill 
easy-to-install Massage-action 
shower adjusts to height user 
desires. Alsons, Covina, CA 


Circle 213 on reader service 


decor 


roe, OH. Circle 212 on reader 


serv 


ice card card 


Whirlpool line, '**Hydro-Spa'' (above), consists of four models 
ranging in seating capacity from 2 to 11 persons One-piece fiber 
glass units have contoured seating and 50 to 70 built-in air jets 


Six standard colors are offered including blue, bone and lime 


oreen. Commonwealth, Midlothian, VA. Circle 214 on reader 


service card 
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Simulated bricks (above) are 
offered in a choice of white or 
used brick color. Durable, 
lightweight bricks are applied 
one by one onto black, grey or 
white mastic. Barclay, Lodi, 
NJ. Circle 215 on reader serv- 
ice card 

Imported sisal broadloom 
can be used as a wallcovering 
(left) or a rug. Soil- and mil- 
dew-resistant material comes 
in 21 Aztec and Mayan de- 
signs. Carpet Imports, Louis- 
ville, KY. Circle 216 on 


reader service card 


ЖО, ЧЫ 
EN 

Embossed hardboard paneling (above) features plank design 

with deep, cedar-like graining. Low-maintenance panels, which 

may be applied vertically or horizontally, can be cleaned with 

a damp cloth or mild soap and water. Abitibi, Troy, MI. Circle 

217 onreader service card 
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Hardboard paneling, 
"Boardroom"' (above), has 
simulated walnut pattern. Du- 
rable panels, treated to resist 
fading and scratching, are М” 
thick. U.S. Gypsum, Chi- 
Circle 


service card 


cago 


E» EY] 


219 on reader 


Accessory molding in Greek 
key design (above) is a poly- 
mer reproduction of an an- 
cient design. Lightweight 
molding is primed white. 
Focal Point, Marietta, GA. 
Circle 218 on reader service 
card 


W 


Hardwood wall planks 
(above) are part of the *'Car- 
riage House'' line. **Tostado 
Ash" solid wood planks are 
enhanced by natural surface 
marks. Potlatch, Stuttgart, 
AR. Circle 220 on reader ser- 
vice card 


Aspen plywood paneling (above) is prestained in one of six 


weather-look finishes. Paneling, which is М” thick, can be ap- 
plied easily with nails or adhesive and is moisture and heat 
resistant. Iron Wood Products, Bessemer, MI. Circle 221 on 
reader service card 


Frigidaire 


Builder Su 


what it takes 


liers have 
pes our 


remodeling jobs casier. 


Including the kitchen sink. 


A full line of top-quality freestanding and built- 
in appliances from Frigidaire is one of the ways 
your Frigidaire Builder Suppliers can make your 
remodeling jobs that much easier for you 

But here's something that maybe you didn't 

vat our fine appliances are jus of the 
ay of building and remodelir 
carried by many Frigidaire Builder 
fact, chances are exceller nt that they 


There's anoth aire 
Builder Supplier less 
people just like de- 
pends on pleas of 


everything you need and follow up after deli ivery 
Contact your Frigidaire Builder pM soon. Dis- 
cover how our full line of Frigidaire appliances and 
everything else your Frigidai re Builder Supplier 
carries can make your remodeling jobs happen that 
much easier and more successfully 


f 


That’s why we’re 


Frigidaire 
Proud. 


You'll be as proud to offer Frigidaire appliances as we аге to build them. 


INTERIORS 


Stair railing (above) features 
Early 


American styling and 
sturdy all-wood construction 
Easy-to-install railing is pre- 
finished and pre-assembled 
United Stairs, Keyport, NJ 
Circle 222 on reader service 


card 


— 


Vinyl wallcovering line, "Elegance in Textures, 


Simulated brick panels 
(above) are easy to install with 
nails or adhesive. Lightweight 
6- or 12-brick panels come in 
shades of brown, beige and 
rust. Marlite, Dover, OH 
Circle 223 on reader service 


card 


includes 


traditional patterns, such as the ** Victoria Print" shown above, 
and contemporary grasscloth and burlap designs. Washable, 


abrasion-resistant material 


is fabric-backed 


B.F. Goodrich, 


Akron, OH. Circle 224 on reader service card 
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Vinyl fabric wallcovering, 
"Rain 
washable and strippable. The 
floral-patterned 28 


Forest" (above). is 


wallcov- 


ering comes in three color 


ways. J. Josephson, S. Hack 


ensack, NJ. Circle 225 on 
reader service card 
Grasscloth wallcovering 


(right)is part of the 


Grasscloth' 


Empress 
line. Imported 
material has burlap-like sur- 
that can be vacuumed 
clean Sherwin-Williams 
Cleveland, OH. Circle 227 on 


reader service card 


face 


Shatterproof mirror tiles, Shur Lock" (above), measure 
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Vinyl wallcovering, **Rib- 
bon Stripe" (above), is fabric- 
backed, scrubbable and strip- 


pable. Three colorways are 
offered. Stauffer, S. Plain- 
field, NJ. Circle 226 on 


reader service card 


12"x12" and come complete with mounting strips. The swirl- 
pattern tiles come in three colors—silver, gold and red—and 
will not chip, peel or fade. Hamilton of Indiana, Chicago. Circle 


228 on reader service card 


230 pages, 9 x 12, 
more than 500 illustrations 


Edited by Walter F. Wagner, Jr., AIA. 
Editor, Architectural Record 


Visit these 68 exceptional, idea- 
filled houses. Each designed and built 
to fit its own unique surroundings. 


Uncover the uncommon in this visual odyssey highlighting some of the most out- 
standing, trend-setting houses to appear on the pages of Architectural Record. 
You'll see 68 original, livable, and convenient homes . . . superlative creations of 
space and mood and each custom designed for its own particular site. 


One of the most striking features is the book's lavish illustrations. A variety of 
exterior and interior photographs let you see hundreds of rooms, specific archi- 
tectural details, floor plans, furnishings, and decorations. 


This finely bound compendium of idea-filled homes illustrates the critical relation- 
ship of a house to its site, explains how and why houses must be related differ- 
ently to different sites and shows how this relationship results in better homes. 


You'll use this book for browsing and to stimulate your own creativity. To see how 
various design elements can be cleverly and dramatically put to specific advan- 
tages. And to be inspired to develop a unique design for a house of your own. 


1 کے سے م سے م کس سے سے سے سے سے سے کے کے سے سے سے سے سے سے am‏ کے کے کے کے کے کے سے 
ARCHITECTURAL RECORD HH-5/77 1‏ 
Avenue of the Americas, New York, N.Y. 10020 |‏ 1221 
Please send me GREAT HOUSES (002314-X) for 10 days’ free ex- |‏ 
amination. At the end of that time | will remit $16.95, plus local tax,‏ 
postage, and handling, or return the volume without obligation. This |‏ 
offer good only in the U.S. and subject to acceptance by McGraw-Hill. |‏ 
Мате -‏ 
Address l‏ 
City,‏ 
State Zip |‏ 
SAVE MONEY А |‏ 
Remit in full with this order, plus local tax, and McGraw-Hill pays all‏ 
regular postage and handling costs. Return book in 10 days for full |‏ 


refund if not completely satisfied. 23K225-4005-3 | 
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Cushioned resilient sheet flooring in 
earthen tile design, *'Mexican Plaza" 
(above), is part of the **Classicon'' line 
No-wax flooring has scuff-hiding texture 
and comes in 6' and 12' widths. Man- 


nington, Salem, NJ. Circle 229 on reader 
service card 


Saxony carpet with spun-nylon pile, 
"Alexandrian'"" (above), has a pattern 
achieved by combining solid-color and 
two-toned tufts. Suggested retail price for 
the residential carpet: $12.95 a sq. yd 
Alexander Smith, Amsterdam, NY. 
Circle 231 on reader service card 


Cut-and-loop carpet of 100% heat-set 
nylon, **Willowbark’’ (above), features 
variations in color up and down each tuft 
Thirteen colorations are offered. Sug- 
gested retail price: $9.95 a sq. yd. 
Walter, City of Industry, CA. Circle 232 
on reader service card 
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Cushioned vinyl flooring, **Colonial 


Paver'" (below), is a reproduction of 
Early American clay tiles. Durable, easy 
to-clean flooring is offered in five earth- 
tone colors in 6' and 12' widths. Arm 
Lancaster, PA. Circle 230 on 
reader service card 


strong. 
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Contract carpet with figure-eight motif, 
"Helix" (above), is constructed of 
Anso" nylon. Part of the Systemic 
Collection," carpet is ѕаррһіге/гиѕ- 
set/mushroom and it retails for about 
$13.95 a sq. yd. Allied, New York City 
Circle 233 on reader service card 


Hardwood flooring, "Stone Parquet" 
(above), is factory-finished in a wire- 
brushed or smooth brown. Flooring, 
which comes in 12"x12" blocks. can be 
installed in adhesive over almost any sub- 
floor. Bruce, Memphis, TN. Circle 234 


on reader service card 


Heavy-duty contract carpet, "Sierra" 
(above), is constructed of 6-ply Antron" 
nylon yarn. Thirteen colorations are of- 
fered, including camel/crimson/brown 
Carpet retails for about $12.95 a sq. yd. 
Lees, Valley Forge, PA. Circle 235 on 
reader service card 


Saxony plush carpet (above) features 
tree-of-life crewel embroidery motif 
Carpet of Enkaloft nylon comes in 3 col- 
orways, each incorporating 7 colors 
Suggested retail price: $11.95 a sq. yd 
Milliken, La Grange, GA. Circle 236 on 
reader service card 


Plaid sheet 


vinyl 
Square”’ is shown combined with **Play 
Stripe" pattern in the breakfast nook 
above. Easy-to-care-for flooring has no- 
wax Brite-Bond™ surface that protects 
against staining. GAF, New York City 
Circle 237 on reader service card 


flooring, “Рау 


Saxony plush carpet, '"'Earthbound" 
(above), is a combination of two-ply and 
continuous-filament nylon yarns. Wear- 
resistant carpet comes in 16 earth tones 
and retails for approximately $13.95 a sq 
yd. Masland, Carlisle, PA. Circle 238 on 
reader service card 


Contract carpet, ''Bargello"' (above), is 
part of the DynaPoint™ Series II Collec- 
tion. Flame-stitch pattern carpet, which 
retails for about $12.95 a sq. yd., comes 
in 10 colorations. WestPoint Pepperell, 
Dalton, GA. Circle 239 on reader service 
card 


Resilient 
**Flor-Ever 
installations 


sheet vinyl flooring, 
(right), is for commercial 

Stain-resistant flooring 
comes in 6' and 12' widths to minimize 
seaming. A choice of 8 colors is offered 
Congoleum, Kearny, NJ. Circle 241 on 


reader service card 


Soil-resistant carpet for contract instal- 
lations, ''Spacial X” (above), is woven 
with Dow Badische CR4 acrylic/nylon 
yarn blend. Carpet is 12' wide and retails 
for about $15.95 a sq. yd. Firth, Amster- 
dam, NY. Circle 
card 


240 on reader service 
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Portable power drills 
(above) are double insulated 
Both units, with full-power 
reverse, have a capacity of %4 
in steel and 1%" in wood 
Rockwell International, 
Memphis, TN. Circle 255 on 
reader service card 


Plumb rule (left) extends to 
10' in length. Device has toe 
hold and top locating plates 
which allows one man to 
measure floor to ceiling 
lengths by himself. Ag-Man, 
Kewaskum, WI. Circle 256 


on reader service card 


Air-duct calculator (above) 
aids in estimating metal and 
insulation requirements. The 
accurate device has illustra 
tions of popular plenum fit 
tings. Wadington, Kalama 
zoo, MI. Circle 257 on reader 


service card 


Skid-steer loader (below) has 
hydrostatic drive system that 
provides control of steering. 
direction-reversal and speed 
with a T-bar. Unit is less than 
5' wide. John Deere, Moline, 
IL. Circle 258 on reader ser- 


vice card 


Field tiling attachment 
(above) installs plastic drain 
tubing up to8 in diameter at 
depths to 6’. Device molds 
bottom trench for proper tile 
bedding. Ditch Witch, Perry, 
OK. Circle 259 on reader ser 


vice card 


Skid-steer loader (below) has 
an operating load of 2,050 Ibs 
Unit can be maneuvered in 
tight quarters. Sperry-New 
Holland, New Holland, PA 
Circle 261 on reader service 


card 


Rotary hammer (below) 
drills in concrete, steel, alu 
minum, wood and plastic. De 
vice has pre-set safety clutch 
which kicks out under stalled 
conditions. Robert Bosch, 
Broadview, IL. Circle 260 on 


reader service card 


to help you recover lost ground in 1977: 


all-new marketing intelligence on 
the nation’s most active builders 


in the workbook that gives you ready contact with 3,000 
key executives at over 1,000 locations in all 50 states 


To recover lost ground in 1977, you need all the help you can get The Blue Book of 
Major Homebuilders gives you all the help you need with all-new marketing 
intelligence on your best possible prospects, customers and clients 

The Blue Book tells you who they are, what they're building, where they're 
building, how they're building—and all you need to know to serve them best 

The new Major Builder Index pinpoints any major builders you're looking for 
The new State Selector guides you straight to any state for major builders you 
should be looking for. And page-by-page Market Tabs locate major builders you 
want to know in any City or Metro area 

But names alone are not enough. The Blue Book gives you telephone numbers 
and addresses of key executives both at headquarters and branch offices 

Still not enough when you need to know what these important prospects are 
thinking and doing. That's why The Blue Book also fills you in on their construction 
methods areas of operation type of organization single- and multi-family 
production in the last four years, plus plans for 1977 sales prices and rental 
ranges participation in government housing programs other business 
activities and sources of income. Even more: their land requirements, money 
requirements and sources of financing 


SHXTIInH3/AOH ногум зо NOOE эта эш 


Over 500 Pages 


Size B 1 
Toe Dedi 2L di With The Blue Book in your hands, you're now ready to talk business with the 
nation's most active builders. Contact! Call up, call on or write to these heavy users 
50 good ways to of building products, materials, services and equipment for a deal that helps both 
use the Blue Book you and them to make up for lost ground in the past two years 


The Blue Book of Major Homebuilders is not a book to read. It's a workbook to 
use for profit. It's a nationwide research report organized and packaged to provide 
ready contact with some 3,000 key executives at 1,000 building locations in all 50 
states. It's the problem-solver you need to save wasted time and effort —no less 
aggravation—of trying to contact builders turned over and out by the disastrous 
upheaval of the past two years 

Your best bet is the National Edition offering a complete collection of all the 
major homebuilders possible to locate during many months of extensive, expensive 
research packaged for easy use. But if your interests focus on one or two regions, 
The Blue Book offers four regional editions to accommodate your need to know 


Building Product Suppliers 


Develop sales ie 
Pre-quality pros; 
timate quantities 


on key ac 


Support regional sale: 
Make p 


who's who and what's what 


NORTHEAST EDITION covering 12 states and D.C. Me, N.H., R.I., Vt 

Conn., Mass., N.J., N.Y., Pa., Del., Md., Va. and District of Columbia 

Locate Blue Chip devel 2) SOUTH EDITION covering 12 states. Texas, Okla., Ark., La., Ky., Tenn 

Evaluate the status o! ent Miss., N.C., S.C., Ga., Ala. and Florida 

ination i 3) MIDWEST EDITION covering 13 states. Ohio, W.Va. Mich., Ind., Wisc., III 
А Minn., Iowa, Mo., N.D., S.D., Neb. and Kansas 

каке ti Concio. 4) WEST EDITION covering 13 states. Alaska, Hawaii, Cal., Wash Oreg 


Idaho, Nev., Utah, Ariz., Mont., Wyo., Colo. and New Mexico 


Architects & Engineers 


Market your professiona 


Demonstrate your standın 


ae There are well over 50 profitable wasy to use The Blue Book. But one good 
contact is all you need to repay your tax-deductible investment in the 1977 Blue 
Book of Major Homebuilders—now available through the order blank below 


Planners & Consultants 


Provide clients with timely marketing data 


ple in key H à 
j market SHIP 1977 BLUE BOOK THE BLUE BOOK OF MAJOR HOMEBUILDERS 
шл» „YES! 


CMR Associates, inc 


AS INDICATED BELOW 1559 ETON WAY 


market 


+ ar È свите ови CROFTON, MD. 21114 i 
аутеп! е ad to save hipping charge SPECIAL PRE-PUBLICATION PRICE* 

Realtors & Developers i CiPayment enclosed to save postage & shipping 9 $87.50 ON ORDERS RECEIVED 
mpanies interested B PUBLICATION DATE: JANUARY, 1977 BEFORE protien 31, 1976 || 
i Enclosedismy check (or money order) for $ astEdition (No of copies [| 
Metro areas payable to CMR Associates, Inc. Book(s) to be M jn Мо Of cope [| 

= - E shipped prepaid with guarantee of full satisfac- No otcopies — 
yl LE ] 0^ 15-day full refund privilege on return of WestEdition(No ofcopies — [| 
Eid å Blue Book І 
Investors & Lenders t _ -— { 

З E : i RM — — — Please Check Üne 
je i Builder Architects l 
Appraise company stength in the market i ADDRE = Manutacturer ;ubco tractor [| 
A Reait 
Double-check names tor credit purpose і 2 i 
a/ Commerc 
^ ; { ШС 32 = ZIP. — Bic Matris Sales Distrib c Other 1 
: а | А МЕ55 ЕХРЕМ5Е HH-5/77 1 
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Circle 61 on reader service card 


Automatic level (above) has 
front focusing for fast, smooth 
operation. Unit features three 
point leveling with two screws 
and one pivot point. Keuffel & 
Esser, Morristown, NJ 
Circle 250 on reader service 
card 


Metric ruler (above) is 20 
cm. long and is calibrated in 
millimeters as well as centi- 
meters. The opaque ruler, 
with laminated printing, has a 
conversion chart on back, C- 
Thru, Bloomfield, CT. Circle 
251 on reader service card 


Р > 
мышы cow > к! 

Tractor/backhoe/loaders (above) feature power steering with Electric flexible-shaft vibrator (above) is suitable for on-site 

manual pump back-up. The units, with short turning radiuses, concrete compaction of foundation walls, columns and slab 

have breakout forces from 4500 Ibs. to 8700 Ibs. Massey-Fergu- work. Unit has interchangeable heads and power units. Wacker, 


son, Des Moines, IA. Circle 248 on reader service card Milwaukee, WI. Circle 252 on reader service card 
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If you want good, solid fabricated 
aluminum forms at prices that 
make sense, check the facts on 
FAB-FORMS. 

We build in top qualit aluminum 
forming faces so you get a first-rate 
concrete product every time. 
(Choose the smooth finish, or 
smooth brick or textured brick 
pattern.) 

And we build in rugged alumi- 
num frames so your forms stand up 
through thousands of pours, and 
years of service on the job. 

We don't doll up FAB-FORMS 
with frills. You can be sure every 
part of every FAB-FORM is there 
for one of two reasons: because it 
gives you a better concrete prod- 
uct or because it makes your form 
last longer. 

We believe you're in business to 
make the best possible product at 
a decent profit. You don't need 
unnecessary extras on your forms. 
And you shouldn't have to pay for 
them. 

We believe in results, not frills. 


Circle 62 on reader service card 


‘AB-FORMS: No frill prices. 


The ICS concrete professional who 
sells you your FAB-FORMS will 
come right to the job site for your 
first pour to show you exactly how 
to get the best results and maxi- 
mum production. 

Your jobs move fast with FAB- 
FORMS. The basic size is a big 
3 feet wide. And a 3-by-8-foot 
FAB-FORM weighs less than a 
2-by-8-foot steel-frame/plywood- 
face form. 

For all the facts about FAB- 
FORMS, use the Readers Service 
Card. Or call us—collect—today. 


FABTORMS 


They're all solid value. 


International 
Concrete Systems, Inc. 
25 Sylvan Road South 
Westport, Connecticut 06880 

Phone: (203) 226-4781 


Sales offices across the country. 


Heavy-duty %” drill, ' Mod 
el 1339"' (left), features long 
lasting steel gears. In-line 
handle design permits maxi 
mum pressure behind the drill 
bit. Black and Decker, Tow 
son, MD. Circle 253 on 


reader service card 


ERPS SNA? es b 
Mortar/plaster mixer (above) has a 5% cu. ft. capacity. Unit Garden tractor (above) features transmission shift interlock 
features ''two-in-one"' blades—a regular steel blade for abra- level which assures that the transmission remains in the selected 
sive mixes is mounted over a full removable rubber blade that range. A 48" tiller, 60" mower, 60" dozer blade and 60" grader 
acts as a squeegee. Stow, Binghamton, NY. Circle 249 on blade are optional. Simplicity, Port Washington, WI. Circle 254 
reader service card on reader service card 


CHRISTMAS CLUB S; 


AVINGS 
at your full service bank $ 


Sheaffer Eaton 

Special Products Division, Dept. HH 5 

Fort Madison, lowa 52627 

Please send a Sheaffer Advertising Specialty Counselor to see me 


Name 


— : | © For full details on 
Address = > pe these striking new 
Р Kaleidoscope designs, and 

City/State/Zip Е d E ti the Sheaffer program that goes 
with them, just send in the coupon. 

We'll help you add these new designs to 

your sales program! 


Circle 63 on reader service card H&H/housing 5/77 1 03 


b FERD: У Ша СҮ: 
White marble bench (above) is suitable for use on patios, 
porches, lawns and gardens. Unit, which can also be used in 
doors, is 14%” high and 3’ long. Georgia Marble, Atlanta, GA 


Circle 242 on reader service card 


Picnic table (above) features two-foot overhang which allows 
access by persons in wheelchairs. Unit has “‘Perma Slats’ of 
steel-core PVC. North American Recreation, Bridgeport, CT 


Circle 243 on reader service card 


ч 
| 


ep a A 


“Z” pavers (above) can withstand heavy traffic and severe 
weather conditions. Interlocking units, composed of clean- 
washed aggregates and cement combined in a *‘no-slump™ con- 
crete mix, are not slippery. Art Cement, Wilbraham, MA 
Circle 244 on reader service card 


104 ran 


treated with Wolman 


Wood posts for landscaping applications (above) are pressure- 


salts 


and termites, and is clean to the touch 


Treated wood is resistant to decay 


Koppers, Pittsburgh, 


PA. Circle 245 on reader service card 


redwood bench, 


(above), has steel 


Solid 

‘Forum’ 
pedestals and trim. Decay-re 
sistant, pre-assembled unit is 
available in 6’ and 8' lengths 
Landscape Kalama 
zoo, MI. Circle 246 on reader 


service card 


Forms, 


Prefabricated railing system 
(below) has rectangular 
shaped railings and posts of 
sheet metal components. Hor 
izontal rails are available from 
42" to 120" long. Equipto, 
Circle 247 on 


reader service card 


Aurora, IL 


MR Associates Inc. publishers of 
HE BLUE BOOK OF MAJOR HOMEBUILDERS ® 


NNOUNCES 


An all-new Housing Industry Research Report 


THE RED BOOK OF HOUSING MANUFACTURERS 9 


A major research report 
on industrialized housing 
based upon hundreds 

of detailed 

individual reports 


Over 250 Pages 
Size: B's" x 11 
Tax-Deductible 


EW APPROACH . .. 
RED BOOK identifies FIVE different types 
ousing producers з 
The Industrialized Housing Industry is big, complex, and hidden. It 
is hidden among thousands of firms, big and small. These com- 
panies, spread all over the country, produce a wide variety of hous- 
E T ing products. Some—like those who produce mobile homes or pre- 
Pre-fab Home Manufacturers fab houses are easily identified. Others like homebuilders who 
—Modular Home Manufacturers manufacture their own components, require a marketer of building 
— Mobile Home Manufacturers products to be constantly looking for new information. Industrial- 
—Manufacturers of Building ized housing is too big and too complex to be surveyed with a 
Components and Systems quick glance. THE RED BOOK OF HOUSING MANUFACTURERS 
y has been designed to provide you with the detailed marketing re 
—Production Home Builders search data you need. It will uncover the “hidden” aspects of in- 
who produce industrialized dustrialized housing for you. 


building components for their 


own use HERE IN ONE BIG PACKAGE IS THE MARKETING INTELLIGENCE 
YOU NEED TO MAKE THE MOST OF THE EXPECTED UP-TREND 
IN HOUSING It will help you recover lost ground in the months 
TS OUT THE CONFUSION . . . — 
h has plagued marketers and researchers as they try to assess 
trends in industrialized housing 
In your hands the RED BOOK becomes a useful tool for prospect- 


THE FACTS YOUNEED... ing, selling sampling, mailing, marketing, merchandising, research- 
И the housing ing and analyzing your position in this big segment of the housing 
industry 


e RED BOOK details WHO they are WHERE they are 
HAT they produce HOW they sell and WHERE they 
ip The information includes details on single family units 
Iwnhouses, multifamily units, mobile homes, and commercial /in 
strial buildings 


These are just a few of the many profitable ways you can use the 
RED BOOK. In fact, just one good contact, can easily repay your 
investment. 


ta is given for all of the important markets across the country 


Associates, Inc. : 1- 
ETON WAY e CROFTON, MD. 21114 ORDER FORM Fence 


ES! SHIP 1976 
* RED BOOK Please Check One: 


losed is my check (or money order) DNE -— — — 2 - O Builder 

payable to CMR Associates Manufacturer 
Book(s) to be shipped prepaid with Ad Agency/Consultant 
antee of full satisfaction or 15-day TITLE. Finance 
refund privilege on return of RED Library 


å FIRM Bld Matris Sales/ 
Payment enclosed to save Distributors 
postage & shipping charge 


NESS EXPENSE 


ооооо 


o 


Architects 
Subcontractor 
Realty 

$94.50 SY Ind/Commercial 
RED BOOK PRICE Government 
O Other 
HH-5/77 


ADDRESS 


Bill me 


LII 


JI 


[ 


on reader service card 
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'ircle 64 on reader service card 


burglar — 


FRE fire 


alarm catalog 
over 900 


systems, 
detectors, 
controls, 


sounders, 
tools, locks, 


i 
ETT IT supplies 


TO PROTECT HOMES, 
BUSINESSES, INDUSTRY 


Huge selection of hard-to-find security 
equipment from stock. 64 fact-filled pages 
loaded with 100's of highest quality profes- 
sional alarm products, technical notes, 
diagrams 


ONE-STOP SUPERMARKET 
SELECTION INCLUDES: 


ultrasonics, radar, infrared, undercarpet 
mats, magnetic contacts, smoke & heat de- 
tectors; Controls; Alarms: bells, sirens, 
phone dialers, lights, guard panels. Large 
selection of tools, relays, wire, holdup 
alarms, books. Fills need for industry, alarm 
cos., businesses, homes, institutions. Order 
your copy today. (Outside U.S., send $1.00.) 


mountain west alarm 
4215 n. 16th st. 
phoenix, az. 85016 


(602) 263-8831 


Circle 106 on reader service card 


Classified 
Advertising 


The market-place of housing. 


POSITIONS WANTED 


Financial Executive—Heavyweight—Listed co 

V.P. Controller CPA (Big 8 exp)—Attorney— 

Acquistions, financial controls, taxes Exp d real 
| estate, construction industries. Combines 
technical skill with imagination $28-32,000 re 
quired. For resume. PW-4730, House & Home 


BUSINESS OPPORTUNITIES 


Leading dome manufacturer is actively seeking 
Builder/Dealers and Representatives to follow 
up thousands of leads. U.S. territories availa 
ble. Unique, energy efficient, non-competitive 
and dynamic. Contact Mr. John Orozco at (609) 
443-4440. Geodesic Structures, Inc., P.O. Box 
176, Dept K, Roosevelt, New Jersey 08555 


| Classified Section 
| Non-Display Order Form 


| To place a non-display advertise 
ment, fill out this form, including your 
name, street address, city & state with 
| ZIP code, attach it to a separate sheet 
containing your advertising сору and 
mail it to 


HOUSE & HOME 
P.O. BOX 900 
| NEW YORK, N.Y./10020 


Rates: $6.35 per line, minimum insertion 
three lines, six words to a line, box number 
counts as one additional line. Display rates on 
request. 


O Payment Enclosed $ О Bill me 
C] Use Name & Address ÛJ Use Box No 
Advertisement to appear ...... time(s) 


Signature 


Did you know 
there's a way 
to STOP 
advertising ma 
you don't want 


You can now get y 
name off—or on— 
advertising mailin 
lists by writing 
DMMA's Mail 
Preference Servic 


By CELIA WALLACE 
DMMA Consumer 
Affairs Director 


If you don't want to receive advertisin| 
mail, there's a simple, effective way to 
stop most of it. Just contact the Direc 
Mail/Marketing Association (DMMA 
a group representing businesses that 
use mail to advertise their products а; 
services, and they'll send you a name- 
removal form. Your name will then be 
removed from the lists of many DM 
member companies who conduct most 
large-scale mail advertising campaigns 


Think you want to be taken off mailing 
lists? 

According to Robert DeLay, Presiden 
of the ОММА, people who take steps 
to get their names removed from mail| 
lists, later decide maybe it isn't so bad 
after all when they think of what they 
would be missing. Such as catalogs, 
new product samples, chances at 
sweepstakes and cents-off coupons. 


MPS also enables you to be added 

to lists. 

However, if you feel you don't get yo 
fair share of mail offers, the DMMA 
offers another service to get your nam 
on lists so you'll receive more offers in 
special interest areas such as crafts, 
books, sports, investments, clothing, 
travel and gardening. 


If you want to take «ENCE Зер, 


S 
advantage of either of ey 
these services offered ¥ 
by the DMMA, simply 2 


send the coupon below. % 


o. 
AN Was 
MAIL TO: 
DIRECT MAIL/MARKETIN 
ASSOCIATION 


c/o McGraw-Hill, P.O. Box 500 
Hightstown, New Jersey 08520 


STOP IT! I don't want to be on anyone's list.” 
Please send me a Name-Removal Form. 

SEND ME MORE! I'd like more mail on my 
favorite interests and hobbies. Send me 

an " Add On" Form. 


PRINT NAME. 


ADDRESS. 


CITY. 


STATE ZIP. 


en booklets with news 
about heating/cooling... 


olar heating design manual contains 
he background information for design of 
h solar hydronic heating system. The 132- 
page technical manual tells how to calcu- 
ate building heat loss; how to determine 
solar radiation available to the building: 
»w to select the appropriate solar collec- 
or; and how to integrate the collector into 
a complete heating and hot-water system 
ach chapter is illustrated with charts and 
Hrawings (see sample right), and a 23- 
page appendix contains tables and maps 
giving degree days and average monthly 
emperatures for many U.S. cities. Much 
f the data in the manual is based on infor- 
ation obtained from actual operation of 
hydronic heating/cooling system in- 
talled in late 1974. The manual is avail- 
able for $2.50 from ттт Fluid Handling 
Divison, 4711 Golf Road, Skokie, IL 
)76. 


aterials for solar-energy applications 
are presented in 12 illustrated pages. The 
weather- and heat-resistant materials in- 
clude adhesives, protective coatings, rub- 

rs, foams and silicone fluids for heat 
transfer. The uses and characteristics of 
each product are described and pho- 
tographs of installations аге included. 
Dow Corning, Midland, MI. Circle 301 
on reader service card 


Furnaces for residential and light com- 
mercial installations are pictured in a six- 
page flyer. Included are oil, gas and elec- 
tric models, some with add-on air-condi- 
tioning units. Westinghouse, Norman, 
OK. Circle 302 on reader service card 


Underfloor plenum heating/cooling sys 
tem can be a cost-saving alternative to 
conventional slab construction. So says 
an eight-page technical manual which de- 
scribes how an all-wood or concrete pe- 
rimeter foundation and a wood floor can 
create an enclosed plenum that serves as 
an air-distribution chamber, eliminating 
heating ducts. The manual illustrates con- 
struction steps and presents building-cost 
estimates for various parts of the country 
The estimates are based on studies made 
during construction of two test houses in 
Maryland. Western Wood Products 
Assn., Portland, OR. Circle 303 on 
reader service card 


A heat-recovery system can be used to 
recover waste heat energy from an ex- 
haust air stream and use it to preheat or 
precool incoming air. As described in a 
six-page bulletin, the system has com- 
mercial, industrial and some multifamily 
applications. The bulletin includes dia- 
grams explaining the equipment and a de- 
tailed economic analysis which outlines 


energy-cost savings with a heat-recovery 
system. McQuay-Perfex, Minneapolis, 
MN. Circle 305 on reader service card 


Insulation requirements of ASHRAE 
standard 90-75 are explained in a manu- 
facturers' association publication. The 
performance-oriented standard sets mini- 
mum requirements for mineral wool insu- 


SUNLIGHT 


EE 


Xx xx 


uer wena COVERS 


X XO. — — INSULATION | 
= ENCLOSURE 


LITERATURE 


ages depending on degree days and type 
of sashes and glazing. Other subjects cov- 
ered: roof/ceiling assemblies; floors over 
unheated spaces and slab-on-grade 
floors. Copies of **Understanding 90-75" 
are available for $1 from the National 
Mineral Wool Insulation Assn., 382 
Springfield Ave., Summit, NJ. 07901 


Solar-powered system for heating do- 
mestic hot water is described in a four- 
page flyer. Air-type collectors, the heat 
exchanger and a water-circulating pump 
are pictured and described. Two charts 
are included: one lists estimated energy- 


| 


LIQUID PASSAGEWAYS | 


ABSORBING SURFACE( PANEL) 


Typical illustration in solar he: ating design manual shows a flat- plate collector section 


lation in single-family and low-rise multi- 
family housing. The 16-page booklet in- 
cludes section drawings that show com- 
plete construction detail. Eleven graphs 
show permissible window-area percent- 


cost savings in various cities; the other is 
à guide to selecting the proper-size sys- 
tem for each geographic area of the U.S 
Solaron, Denver. Circle 306 on reader 
service card 


... and six more with ideas for walls 


Textured hardboard paneling is pre- 
sented in a series of flyers, each illustrated 
in full color. Patterns range from simu- 
lated cedar and knotty pine to brick and 
Spanish tile designs. Basic installation in- 
formation is included. U.S. Gypsum, 
Chicago. Circle 307 on reader service 
card 


Wood molding can be used to add depth 
to flat walls and an eight-page idea book 
let tells how. Four-color photographs 
show molding in formal and informal in- 
teriors, and in combination with paint, 
fabric, wallpaper and paneling. Western 
Wood Moulding and Millwork Produc- 
ers, Portland, OR. Circle 308 on reader 
service card 


Decorative paneling line for residential 
and commercial interiors is presented in 
24 pages. The prefinished hardboard pan- 
eling, shown in room vignettes and four- 
color close-ups, includes textured and 
woodgrain designs.  Plastic-finished 
panels for high-humidity applications 
such as bathrooms and laundry rooms are 
also pictured and described. Masonite, 
Peoria, IL. Circle 309 on reader service 
card 


Plywood and hardboard paneling is the 
subject of 26 pages. Hardwood veneer, 


softwood veneer and printed styles are 
described and pictured in four color. 
Twenty-six sketches show how paneling 
can be used in home remodeling and a 
color guide matches various wood tones 
to common interior color schemes. De- 
tailed instructions are included for install- 
ing paneling and molding. The booklet, 
“АП About Wall Paneling,”’ is offered 
for 50e by Champion Building Products, 
Dept. MN, One Landmark Square, Stam- 
ford, CT, 06921 


Man-made brick and stone are easy to 
install and less expensive than the real 
thing. That's what a six-page flyer on 
man-made masonry says. The flyer in- 
cludes, four-color photographs and 
sketches that show many ways simulated 
brick and stone can be used in interior 
decoration. Marlite, Dover, OH. Circle 
310 on reader service card 


Prefinished plywood paneling is cata- 
loged in 32 pages. A room setting for 
each of 26 paneling lines is pictured in 
full color and additional photos show 
available patterns. Included are natural 
and simulated woodgrained surfaces. De- 
tailed specs and installation information 
are included, as well as a list of acces- 
sories. Georgia-Pacific, Portland, OR. 
Circle 311 on reader service card 
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Distinctive Appliance Inc. Cov. 11 

Gaskins Creative Communications 
Ditch Witch Equipment 

Jordan Associates 


90C 


58) 


С. Robert Perryman Inc 
Franklin Chemical Industries, Inc. 
Howard Swink Advertising 
Frigidaire Division —GMC 
Needham Harper & Steers, Inc 


G-L-D 


G 


GAF (Building Products Div.) 43 
Daniel & Charles Associates, Ltd. 
General Electric 4. 5, 48, 49, 55 
Young & Rubicam International Inc 
Gold Bond Building Products, 
Division of National Gypsum Co. 15 
Faller Klenk & Quinlan Inc 


G-L 


G-E-I-L-D 


H 


Honeywell, Inc. 
Campbell-Mithun, Inc 

Hotpoint Div./General Electric Co. 
Compton Adv. Inc 


House & Home 


International Concrete Systems, Inc. 
Bruce J. Bloom, Inc 


102 


K 


Kingsberry Homes 
Liller. Neal. Battle & Lindsey. Inc 
KitchenAid Division, Hobart Corp. 
Griswold-Eshleman C« 
Kohler Co., The 
Clinton E. Frank, Inc 


Young & Rubicam International Inc 


McGraw-Hill’s Personal Finance 
Letter 
Mobay Chemical 
Ketchum, MacLeod & Grove 
Monier Co. 
Marcott, Nelson & Dykstra 
Mountain West Alarm 
Sanborne Agency 


Inc 


G-I-E-1 


N 


National Gypsum Company, 
Gold Bond Building Products Div. 
Faller, Klenk & Quinlan Inc 
Nutone, Div. of Scovill 
Inc 


Intermedia 


о 


Olympic Stain Co. 
Kraft, Smith 
Owens-Corning Fiberglas 
Ogilvy & Mather, Inc 


Cov. IV 


24, 25 


Р 


Paslode Со, 
Marsteller, Inc 
Plastic Clad 
EBSCO Industries 
Plastmo, Inc. 
Powell, Thorwald & Haresnape 


Inc 


R 


Red Book of Housing Manufacturers 
Francis J. Lita 
Rolscreen Co. 
Kerker & Associates 


105 


58В, 58C 


S 


San Valle Tile Kilns 
Weinberg Advertising Co 
Schlage Lock Co. 
Martin Advertising Inc 
Shakertown Corporation 
Solkover Davidge Jenkins & Waugh 
Sheaffer Eaton 
Kelly, Tims & Andrus 
Simpson Timber Co. 
Kraft, Smith Inc 
Southern California Gas Co. 
Doyle Dane Bernbach Inc 
Summitville Tiles, Inc. 
Belden/Frenz/Lehman Inc 


103 
33, 90B 
90D 


56,57 


T 


Thermador/Waste King 
A Norris Industries Co. 
Norris Communications 


U 


United Cabinet 
Blackmer & Blackmer 
United States Gypsum 
Со. 
Marstrat, Inc 
Universal Rundle 41 
Marketing Support, Inc 


58D 


26, 27, 54, 90А 


V 


Valley Faucet 
Walter Clark Advertising Inc 
Velsicol Chemical Corp. 
Sander Allen Advertising Co. 


Ww 


Whirlpool Corp. 


Siebert-Netedu Mktg, Srvs 


Pre-filed catalogs of manufacturers 
listed above 
Sweet's Catalog File as follows 
G General Building (green) 

E Engineering (brown) 

1 Industrial Construction (blue) 
L Light Construction (yellow) 

D Interiors (white) 


Classified Advertising 
(212) 997-2557 (713) 659-8381 


ATLANTA 30309 
Jack Moran 

1175 Peachtree St 
(404) 892.2868 


ме available in the 


(617)262 


HOUSTON 77002 
John Strong 
Dresser Tower 

601 Jefferson Street 


108 H&H/housing 5/77 


BOSTON 02116 
Allen Gilbert 
McGraw Hill Bldg 
607 Boylston St 


LOS ANGELES 9001( 
Donald Hanson 
3200 Wilshire Blvd 
South Tower 


(213) 487-1160 


ADVERTISING SALES STAFF 


CHICAGO 60611 
Charles M. Crowe. Jr 


Thomas McElhinny 


CLEVELAND 44113 
Milton H. Hall. Jr 

55 Public Square 
(216) 781-7000 

60 


PHILADELPHIA 19102 
David A. McElwee 
hree Parkway 


NEW YORK 10020 
Allen Gilbert 

221 Avenue of 
the Americas 
212)997-6925 


DENVER 80203 
Dave Watson 

123 Speer Blvd 
(303) 837-1010 


DETROIT 48202 
Milton Н. Hall. Jr 
1400 Fisher Bldg 


(313)873-7410 


#400 


PITTSBURGH 15222 
David А. McElwee 
2 Gateway Center 


(412) 391-1314 


SAN FRANCISCO 94111 
Richard R. Butera 
425 Battery Street 

15) 362-4600 


The best looking 
sidings are now made by 
Champion Building Products. 


Product 


long tin 


or lex re 
Durapl 


94 ©) Champion Building Products” 


Champion International Corporation 


e 65 on reader service сага 


Circle 66 on reader servic 


A beautiful way t 
save money. 
Olympic machine staining. 


/ 


